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THE VICTOR LITE- WEIGHT 


16mm SOUND MOTION PICTURE PROJECTOR 


Around the conference table, the Victor Lite-Weight with your 

own sales films gives the top demonstration of your product. Portable, 

compact and easily operated, the Lite-Weight is your top ‘‘traveling 
salesman”’ and “‘sales closer.”’ 


With countless 16mm films, the Lite-Weight also trains employees in 
safety principles and company techniques. For relaxation during rest 
periods, there are many entertainment films available. 


Ask your nearest Victor Headquarters for a Lite-Weight demonstration 
or write for Victor’s new industrial folder. 


Nithor buimalogrifple Curbuulion 





TECHNOLOGY DEPARTMENT 


Three All-Important Steps 





in Creating PUBLIC LIBRARY 


A Successful Training 











PROOF 


If you want proof that Caravel 
Plans get results, check with 


American Bible Society 
American Can Company 
Associated Merchandising Corporation 
The Bates Manufacturing Company 
Bethlehem Steel Company 
Black & Decker Manufacturing Company 
The Borden Company 
Calco Chemical Company, Inc. 
Cluett, Peabody & Company, Inc. 
Dictaphone Corporation 
E. I. duPont de Nemours 
Eberhard Faber Pencil Co. 
Ethyl Corporation 
General Motors Corporation 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
Mohawk Carpet Mills, Inc. 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Remington Arms Company 
Socony-Vacuum Oil Company, Inc. 
The Texas Company 
United States Rubber Company 


OR ANY OTHER CARAVEL CLIENT 
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W: HAVE LONG SINCE LEARNED that it takes a powerful lot of 
THINKING to create a successful training film... 


And yet—to paraphrase a great philosopher—the lengths to which 
people will sometimes go to AVOID thinking are beyond belief! 


Here, then, is a one-two-three procedure which we at Caravel 
employ consistently —to keep our thinking on the beam: 


First —think of your prospective audience: Whom do you 
aim to reach? What do they already know about the sub- 
ject? What do they NEED to know? What type of treatment 
will assure the most favorable response? 


Second —think of your budget: Will it permit you to do the 
type of job that will produce RESULTS... that will prove an 
investment rather than an expenditure? How should the 
money be apportioned in order to deliver utmost value? 


Third — picture YOURSELF as a member of the audience: 
What information and suggestions would you specially 
appreciate? What would you find most helpful in meeting 
the daily problems of your job? 


Frankly, we don’t like the effort of thinking any better than the 
other fellow ... 


But—no one has yet come along who could show us an easier and 
better way to create a successful training film. 


CARAVEL FILMS 


INCORPORATED 


New York « 730 Fifth Avenue * Tel. CIrcle 7-6112 
Detroit e 3010 Book Tower e Tel. Cadillac 6617 














OUTSTANDING 
PUBLIC RELATIONS 
MOTION PICTURE 


FIRST PRIZE 


to 


SINCLAIR REFINING COMPANY 


FOR THE MOTION PICTURE 


MIRACLE IN PARADISE VALLEY 


produced by 


WILDING PICTURE PRODUCTIONS, INC. 


Presented by 
Boston University School of Public Relations 


1948 
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Wilding Picture Productions, Ine. 


CREATORS AND PRODUCERS OF SOUND MOTION PICTURES FOR COMMERCIAL, EDUCATIONAL AND TELEVISION APPLICATION 
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WHAT WONT 
THEY DO 


STAR SALES TRAINER is ‘Easy,’ cartoon character in a 
motion picture used successfully by Stokely-Van Camp, Inc., 
to prepare retail grocery personnel for ‘‘Stokely Week”’ sales. 
Other bright stars in this food packers’ promotional cam- 
paign are 12 Bell & Howell Filmosounds which have already 
provided theater-quality presentations of the film to more 
than 14,000 people. 





THINK WHAT YOU COULD Do with a commercial film .. . 
the business-building story you could tell, thanks to the 
almost limitless scope of a sound movie. Capable film pro- 
ducers are near you, ready to help you weigh the possibilities. 
Write us for their names. 


BELL & HOWELL COM- 
PANY,7108 McCormick 
Road, Chicago 45. 
Branches in New York, 
Hollywood, Washing- 
ton, D.C., and London. 


FINE PROJECTORSAare a 
“must” if your film is 
to be fully successful. 
And the finest 16mm 
sound film projector, 
most commercial film 
users agree, is the... 
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COURTEOUS EMPLOYEES enhance the nationwide reputation 
of Marshall Field & Company’s Chicago department store, 
thanks in part to a clever training film. Made for Field’s 
own use, the movie proved so effective that many other 
firms bought duplicates. Connoisseurs of quality, Field’s 
chose the quality projector—Filmosound—to present this 
and other training films. 

















SALES BOOSTERS for Parker Pen Company are the convinc- 
ing sales presentations made by retail clerks since Parker 
instructors began training with motion pictures. Two films on 
product education and two general sales training films are 
being shown to groups of clerks throughout U.S.A. with 
excellent results. Parker’s 11 three-year old Filmosounds 
are giving Al service in this arduous road-show merchandis- 
ing program. 


Bell & Howell 








ILLUSTRAVOX HAS 


PASSED THE TIME TEST! 





Better Sound—only Illustravox 
has the famous 
speaker and lifelike tone. 





Better Pictures—sharp, brilliant 
projection of black and white or 


color film. 





Easier Operation — Illustravox 
can be set up and “on screen 
in less than 3 minutes. 





a | 
Sturdier Construction—built to 
withstand hard use by salesmen 
in traveling. 





Better Portability — Illustravox 
weighs only 20 Ibs. . . . has full 
scale components. 





Lt 









Leadership —Illustravox is the 
pioneer and leading sound slide- 
film equipment builder. 





Reputation — over 80% of all 
sound slidefilm projectors now 
in use are Illustravox. 


Many thousands in 
constant use for 
ten years or more 


our sound slidefilm equipment must 
3 ¢? sturdily built—ready to stand the 
hardships of constant use. Its pictures 
must remain sharp and bright; its voice, 
clear and true through the years. Other- 
wise, as a sales tool, its value is weakened. 


@ It’s true, your equipment can make or 
break the best sound slidefilm. This is 
why industrial leaders insist on IIlus- 
travox. It has passed the time test! Over 
80% of all sound slidefilm projectors 
now in use are Illustravox. Many still 
are giving good service after more than 
ten years on the job! Ask your film sup- 
plier for a demonstration today, or write 
The Magnavox Company, Illustravox 
Division, Dept. 51, 2147 Bueter Road, 
Fort Wayne 4, Indiana. 


Where to Buy Illustravox. You can obtain 
Illustravox equipment through leading com- 
mercial film studios and Audio-Visual Dealers. 
For the name of your nearest supplier write 
The Magnavox Company. 


ILLUSTRAVOX 


DIVISION OF THE M 4 4 maw © xX comPANY 


MAKERS OF FINE RADIO-PHONOGRAPHS 


Your story is HEARD 
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arenigeeee the remarkable, *“*‘Theatre-Tone’’ 


Revere/O xm SOUND PROJECTOR 


only SOP (202 


A SINGLE 

LIGHT-WEIGHT 
a UNIT! 
__ “Theatre-Tone” speaker serves 
also as carrying case for pro- 
- joctor and all accessories. 
_ Makes a single compact unit, 
| ent 




















Revolutionary in design and operation, the Revere 16mm Sound Pro- 
jector brings professional quality sound movies within the reach of all. 
Now many more schools, lodges, churches and industries can afford 
the entertainment and educational advantages of sound movies at their 
very best. The rich, theatre-like tone...brilliant projection...amazing 


ease of operation...and exceptional, light-weight portability of the 
Revere “16” have been enthusiastically acclaimed by noted educators and A ) 
audio-visual authorities. You, too, will agree that the Revere 16mm eC CVC] , a 


Sound Projector is a remarkable achievement. $287.50, complete. SOUND PROJECTOR 


Pere 


REVERE CAMERA COMPANY + CHICAGO 16, ILLINOIS bes 


: ies saa , HB ss bh | 
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HERE’S WHY...... 


i the Mitchel 6" 


meets every professional need 


for top quality reproductions 


° The camera movement, the “heart” of the MITCHELL 

e “16,” is a precision mechanism expressly designed for 

« superior performance and utmost reliability. It incor- 

° porates the same proven method of film registration 

* which has heretofore been found exclusively in the 
famous MITCHELL 35mm cameras. 








Provided are two registration pins which engage a 
perforation on each side of the film in such a manner 
that every frame is held absolutely motionless during 
exposure. This arrangement not only results in steady 
images, but also eliminates entirely the uncertainties of 
multiple exposure photography. 


That’s why, for smooth positive operation, the 
MITCHELL 16mm PROFESSIONAL has no equal. 
When you own a MITCHELL, you own one of the 
world’s finest cameras. 


CORPORATION 


666 WEST HARVARD STREET + GLENDALE 4, CALIFORNIA + CABLE ADDRESS: "MITCAMCO"' 


EASTERN REPRESENTATIVE: THEODORE ALTMAN®* 521 FIFTH AVENUE + NEW YORK CITY 17 + MURRAY HILL 2.7038 
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Modern Talking Picture Service 
ls Now Supplying Sponsored 
Film Programs to 22,361 
Organizations Each Month” 


AMERICAN LEGION + AMVETS : A.F. OF L. 
B’NAI BRITH + BOY SCOUTS + CIVITAN 
C.1.0. * CHAMBERS OF COMMERCE - 
CHURCHES + COLLEGES + COMMUNITY 
CENTERS + D.A.R. * EAGLES + ELKS 
EASTERN STAR + FARM BUREAUS + FED. 
ERATED WOMEN’S CLUBS + 4-H CLUBS - 
FOREMENS CLUBS + FUTURE FARMERS 
OF AMERICA + FRATERNITIES - GARDEN 
CLUBS + GRANGES + HIGH SCHOOLS - 
HOLY NAME SOCIETIES + HOME ECON. 
OMICS GROUPS + HOSPITALS + IMPROVE- 
MENT CLUBS + JUNIOR LEAGUES + KI- 
WANIS + KNIGHTS OF COLUMBUS 
LIONS «+ MASONS + MEDICAL SOCIETIES 
MOOSE + MOTHERS CLUBS + OPTIMISTS 
P.T.A. + POLITICAL CLUBS + PROFESSION. 
AL SOCIETIES + SALVATION ARMY * 
SPORTSMEN’S CLUBS + SORORITIES + RO- 
TARY + REBECCAHS + RESERVE OFFICERS 
ASSNS. + VETERANS OF FOREIGN WARS 
VOCATIONAL SCHOOLS + WOODMEN 
AND MANY OTHERS. 


* Total audiences served during January, 1948 


* + * 
Millions of influential Americans, organ- 
ized in clubs, lodges, churches,, trade groups, 
unions and veterans organizations, etc., meet 
each week for discussion and fellowship in 
the highest tradition of group-minded Amer- 
ica. Motion pictures, with their audience 
appeal and emotional impact, provide pop- 
ular program material which is in great 
demand these active, 


among purposeful 


audience groups. 


HAVE YOUR FILMS 
MEET WITH THEM 


Write for facts and information 


on how Modern can serve your needs— 





tt#G.u & Pat OFF. 


MODERN TALKING 


PICTURE SERVICE, 
* INC. * 


9 ROCKEFELLER PLAZA 
NEW YORK 20, N.Y. 


142 EAST ONTARIO ST. 
CHICAGO II 





ANA Hears About the Rochester Study 


* A first report on the continuing pilot study 
of organized clubs and groups in Rochester, 
New York, was presented to members of the 
Films Committee and guests at the recent 
Spring meeting of the Association of National 
Advertisers in Chicago, 

The need for an analytical study of film 
distribution was recognized by this ANA 
group and the Rochester survey suggested as 
a pilot program. Professional research facili- 
ties were utilized and a 52-page report, com- 
pletely igdependent of the Films Committee 
or any individual company in its approach 
and content, was the result. 

The purpose of this study was to determine 
the number of organized clubs and groups in 
the community; their particular classification; 
the number of groups using motion pictures 
in their programs; the kind of pictures used; 
their source; and the impediments preventing 
wider use of audio-visual materials, 

These were the questions asked. Secondary 
interests were, of course, to determine the 
sources of films used, general types of films 
used, and projection equipment available. 

Special care was taken to maintain a prog- 
ress report indicating methods which were un- 
successful as well as those which were success- 
ful so that the Rochester study might later 
serve as a pilot model for similar studies in 
other localities. 

This study was introduced to the public 
through local newspapers as a project of the 
Rochester Film Council, which last year was 
a part of the city’s Council of Social Agencies, 
but which is now a separate organization, The 
assistance received from various members of 
the local Film Council was particularly help- 
ful in making the survey. 

Here is just one fact from the survey: in 
Rochester there are a total of 1906 organized 
adult groups, 35°, of which used films during 
the year under consideration. “Clubs and 
\ssociations” does not include churches, edu- 
cational institutions, or business and indus- 
trial groups. If these agencies are added, with 
their many sub-groups, the number is some- 
what overwhelming. 

The survey reveals significant implications 
of major importance to producers and users, 
as well as for distributors. New light has been 
shed on the future of the educational and in- 
formational film among clubs and associations. 
It is most likely that the growth of this field 
may be as impressive, if not greater, than the 
present development of school and church 
audiences, 


ANFA Holds Annual Sessions in New York 
*% Lobby sitters at the Hotel New Yorker 
late last month were practically stunned by 
the sound of a dozen or more loud I6mm 
projectors wafting down from the mezzanine 


and all going at once, The occasion for this 
cacophony was the ninth annual four day 
convention and exhibit of the Allied Non- 
theatrical Film Association. 

Keynote of this year’s sessions was “what is 
expected of the 16mm industry, its trade as- 
sociations, and its press”. Speakers in two 
Open sessions representing all facets of the in- 
dustry expressed themselves in general that a 
good deal of improvement was expected from 
all concerned. The industry’s pots and ket- 
tles mutually blackened each other with 
charges of unethical practices and particularly 
of indiscriminate and flagrant price-cutting. 
\ll in attendance determined to take steps to 
correct violations, 

\.N.F.A. was castigated by some of its 
membership for failure to take strong action 
against conditions adverse to the industry. 
The industry’s press was criticised for a 
wishy-washy editorial policy and subservience 
to advertisers. Despite frank and open recog- 
nition of these conditions and strong resolu- 
tions in regard to better future policies by 
all concerned, the association was shocked by 
the bitterly worded resignation of one of its 
founders and leading members. 

This year’s exhibits were well attended and 
several new equipment items were displayed 
for the first time. Attracting much attention 
were the new Forway and Kolograph 16mm 
sound projectors, the Capitol “Sound-Pak” 
for converting silent projectors to sound, and 
the ‘Transmirra Depth-Vue projection screen 
which gives an illusion of depth to the screen 


image. ° 





No medium of training, teaching 
and selling has ever made such 
headway as SOUND SLIDE-FILM, 
and the 


icturephon 


is the one machine that has kept 
pace with this new-day develop- 
ment. It is the only SOUND SLIDE- 
FILM MACHINE that is made in a 
full range of sizes and styles. 


We have manufactured the PIC- 
TUREPHONE since 1937, in these 
eleven years pioneering the great- 
est number of necessary improve- 
ments known to this industry. 
Write us. 


0. J. McClure Talking Pictures 


1115% WEST WASHINGTON BOULEVARD 
Chicago 7, Illinois 
Telephone Canal 4914 
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CRYSTALLIZED MOMENT 


ia 


Among the American Family's most precious possessions 


is the photographic record of life’s moments, big and 


ae & 


little. To help foster the great national pastime 
of capturing memorable family events on film, the Lamp 
Department of the General Electric Company called upon 
us to create the color motion picture “The Family Album”. 


ew 


We are inclined to consider the production of this 





highly successful film one of the memorable events ith 


of our life. 


“Tahu 4, V0 


STUDIOS * HOLLYWOOD 28 




















To make spre your pictures are 


WW 9 


ON THE SCREEN 


PROJECTION LAMPS 


...the kind most projector manufacturers 


use as initial equipment 





Don’t let a burn-out spoil your show! “GET A SPARE!” 


All types and sizes of G-E projection lamps now available 


G-E LAMPS 
GENERAL 36) ELECTRIC 








BUSINESS AND INDUSTRIAL READERS: USE OUR FREE REFERENCE SERVICES! 


@ Properly accredited company representatives Street, Chicago 10, Inquiries will be handled 
are invited to address source inquiries, reference promptly. Where considerable research is_re- 
requests and other needs to the Reader Service quired, time charge estimates will be supplied 
Bureau of Business SCREEN, 812 N. Dearborn on request. Write for our publication lists. 
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Your Film Reference Shelf 
@ Industrial film departments 
and producers will be inter- 
ested in the 44-page Motion 
Picture Part of the Catalog 
of Copyright Entries pub- 
lished by the Copyright Off- 
ice, The Library of Congress. 

An issue just received lists 
all motion pictures registered 
in the Copyright Office during 
the first half of 1947, a total 
of 1,066 entertainment, edu- 
cational, and industrial films. 
Listings are in two sections: 
by title, giving the producer, 
copyright claimant, technical 
data, production credits, and 
date of entry of each film; 
and an index of copyright 
claimants alphabetically, to- 
gether with authors and titles. 

Production schedules on 
these catalogs are expected to 
improve in the near future so 
that issues will be published 
soon after completion of each 
six month period. The issue 
covering the latter half of 1947 
will be published in the early 
summer. 

The Motion Picture Part 
of the Catalog of Copyright 
Entries is available from the 
Superintendent of Docu- 
ments, Government Printing 
Office, Washington 25, D. C. 
Price is $1.50 per issue. 
Film Council of America 
Names Glen Burch Director 
@ The appointment of GLEN 
BurRCH as executive directo 
of the Firm Councit oF 
AMERICA was announced last 
month by Stephen M. Corey, 
chairman of the Board of 
Trustees. 

Burch is at present assistant 
to the director of the Ameri- 
can Association for Adult 
Education and will assume 
his Film Council duties on 


July 1. He will coordinate 


the film interests of eight na- 
tional organizations, 








| Go Forward With 


FORWAY 


“The Little Giant” 
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Greater than ever! ® 


Nato it*2892 wee 


16mm. sound projector at this amazingly low price! 
(with silent speed) 4 












HERE’S PROOF! AMAZING ACTUAL TESTS 
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bd 
IN HEAVY DEMAND i 
BY THE INDUSTRIES bac! 
WHICH PUT PORTABLE | WORLD'S FINEST a 
PROJECTORS TO THEIR 5 16mm. professional ‘ 
SEVEREST TESTS. sound film projector = 
| 4 ane 
; . . * 
here’s why Natco is first in 16mm. projection NATCO, INC. 505 N. SACRAMENTO BLVD., CHICAGO 12, ILL., DEPT... 


Gentlemen: Please send me information and descriptive literature 








@ The ONLY axial-flow cooling system! @ 2-inch F 1.6 coated lens ’ cae 
@ The ONLY 8” P.M. speaker at the price! @ Frequency range 30 to 10,000 cycles without charge or obligation. 
@ THE ONLY 5-watt amplifier at the price! @ Microphone and turntable attachment optional 
@ No convertors necessary, @ Projector only, with reel arms 28 Ibs. 

AC-DC 105-125 volt, 50 or 60 cycle @ Total weight — 37 Ibs. (Projector and Speaker in NAME 
@ Up to 2000 ft. film capacity one case) 
@ 750-watt lamp (1000-watts can be used) @ Underwriters Laboratories approved ADDRESS. 

CITY 
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ANA Issues Producer-Client Study 


FILMS COMMITTEE PRESENTS REPORT ON CHECK-LIST 
AT NATIONAL ADVERTISERS’ MEETING IN CHICAGO 


HE SPRING MEETING of 

the Association of National 

Advertisers which met from 

April 12 to 14 at Chicago’s Drake 

Hotel quickly got down to the 

brass tacks of advertising’s job in 
this era. 

Highly significant to the busi 
ness film industry was the release 
of the detailed “Check-List of Pro 
ducer & Sponsor Responsibilities 
Motion 
prepared by a sub 


ANA’s Film 


Production ol 
* 


in the 

Pictures” 
committee of the 
* Copies are available from the Association of 


National Advertisers, 285 Madison Ave New 
York City 17. Price $1.00 


Committee. The report consti- 
tutes a major step toward more 
eficient cooperation between the 
producers of films and the com- 
panies who sponsor them. 
Vircit L, Simpson of E. I, du- 
Pont de Nemours & Company, 
chairman of the sub-committee, 
said of the checklist: “With the 
growing importance of motion 
pictures as a medium for com- 
nfunicating ideas, the need for a 
clearer understanding of the re- 
sponsibilities — of sponsors and 
producers has become increasing- 
ly apparent, This check-list is 
based on actual experiences, data 


and suggestions received from a 
representative group of users and 
makers of commercial films. 

“The list has been in prepara- 
tion for about a year and, dur- 
ing that time, was submitted sev- 
eral times to both groups for 
additional suggestions and criti- 
cisms before approval was given 
for release. Both large and small 
producers located in all sections 
of the country cooperated on this 
project. 

“This set of ‘ground rules’ has 
been prepared not alone for new 


users of motion pictures, but also 


for the veteran users and produc- 
ers who may have in the past 
discharged their obligations to 
each other in a somewhat hit or 
miss fashion.” 

The checklist stresses the pro- 
fessional status of producers. It 
covers the responsibilities of both 
producer and client in the original 
planning of a motion picture, 
preparation of the script, produc- 
tion of the film, making of prints, 
and distribution, 


Under the topic of “Planning,” 
for example, the list points out 
how the need for a film may arise 
in sales and advertising, employee 
relations and training, public in- 
formation, and in other relation- 
ships. Then it reminds producers 
that they “should make their ex- 





perience available on the wisdom 
of making a film, the soundness 
of the sponsor's objectives, sub- 
ject matter, treatment and chan- 
nels of distribution x 
Other members of the sub-com- 
mittee in addition to Simpson, 
are: Rospert M. Dunn, General 
Aniline and Film Corporation; F. 
MERLE JOHNSON, General Motors 
Corporation; HeNRky KRIGNER, 
Ford Motor Company, and JOHN 
M. SHAw, American Telephone 
& Telegraph. 
in preparation of the check-list 
by O. H. Cokttn, JR., publisher of 
BusINEss SCREEN MAGAZINE, who 
was responsible for obtaining sug- 
gestions, criticisms, and final ap- 
proval from the producers to 


They were assisted 


whom the list was shown. 


Advertisers Hear Kenneth Wells 
Speak on Joint Committee Work 


@ Speakers at the final session of 
the ANA convention laid heavy 
emphasis on the fact that the 
joint program with the American 
Association of Advertising Agen- 
cies is making definite progress. 

KENNETH WELLS, director, of 
operations for the ANA-4A joint 
committee, reported that the com- 
mittee’s slidefilm This Is Ow 
Problem has been received enthu- 
siastically by an estimated 40,000 


(CONTINUED ON PAGE FORTY-SIX) 








Since. 





1111 South Boulevard ° 


TOP-QUALITY SOUND . . . THE LATEST, 
MOST COMPLETE EQUIPMENT . . . NOW 
MADE AVAILABLE BY ATLAS FILM COR- 
PORATION TO AGENCIES AND PRODUCERS 
ON A RENTAL BASIS. 


1913 


Oak Park, Illinois 


NOW! A NEW SOUND SERVICE! 


. «+ RC A 35 mm mobile recording unit .. . 


. » « Re-recording console . . . six position .. . 
equalization and compensation for voice and 


16 mm reproduction . . . 


. . « Film machines for separate music, voice, and 


effects tracks ... 


. . . Narration rooms and theatre, sound treated 
and controlled for quality .. . 


. + + Projection ... 35 and 16 mm interlocked to 
film machines for separate track and picture 


viewing... 


. . « Sensitometric control through laboratory to 
insure quality of reproduction . . . 
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Super -service— 


and super - quality, too! 


We know how much the success of your Slide 
Film Transcription projects depends on sure 
and safe delivery! That’s why we make a fea- 
ture of our full responsibility when it comes to 
supplying your jobs promptly and exactly to 
your specifications. 

And in addition to ‘on the dot” service, 
Columbia Transcriptions are quality through 
and through! Pure vinylite pressings for utmost 
fidelity with minimum surface noise . . . pro- 
duced with the most advanced modern studio 


recording equipment.Call on us for all the quick, 


convincing details. 





Among the Clients served by Columbia Transcriptions: 


The Jam Handy Organization 
Wilding Picture Productions, Inc. 
Caravel Films, Inc. - Florez, Inc. 

Pathescope Company of America, Inc. 

Transfilm, Inc. - Ball Films 

Fletcher Smith Studios, Inc. 





hin 


A Division of Columbia Records Inc. ed 
NEW YORK: 799 Seventh Avenue, Circle 5-7300 
CHICAGO: Wrigley Building, 
410 North Michigan Avenue, Whitehall 6000 
LOS ANGELES: 8723 Alden Drive, Bradshaw 2-2759 
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Look perfect? Try it and see! The Sound- 
view is a dream unit. It does everything you 
ever wanted sound slidefilm to do. 


Check these features against your budget and 
your present or planned equipment: 





AUTOMATIC—The new automatic feature allows you to 
operate the entire unit with no string pulling and no audi- 
ble signal on the record. The machine operates smoothly 
and quietly by itself. 


BRIGHTER PICTURE—The Viewlex projector gives your pic- 
ture more light with less heat than any other projector. 
Special coated lenses insure bright undistorted projection— 
a patented frame change device protects your films against 
scratching. 


PUSH-BUTTON-CONTROL—A push button easily concealed 
in the hand allows the operator to change the frames manu- 
ally from any distance. 


QUALITY SOUND—The loud speaker in the Soundview is 
encased in an acoustically corrected section of the carrying 


ee SEE ESE EEE 


This equipment-is manufactured especially 


for Automatic Projection Corporation by: 


SYLVANIA ELECTRIC PRODUCTS INC. 


ELECTRONICS DIVISION 














photo-parker-savage 


NEW SOUND SLIDEFILM UNIT! 


case—“loud” means high amplification and not distorted 
speaker rattle. 


CONTROL BOARD-—Especially designed for easy and rapid 
control of all the Soundview facilities this board contains 
volume, tone, push-button input, Manual-Microphone- 
Automatic switch, speaker output, on-off, microphone in- 
put, and phonograph motor control. 


OTHER FEATURES—U nit can be operated at 78 or 3314 RPM 
—special light weight pickup arm—unit not much larger 
than portable type- 
writer — lens easily ac- 
cessible for cleaning. 
Weight — 22 pounds! 
Send for illustrated ac- 
cessories list. 


All your present records 
and slidefilms operate 
perfectly on this new unit. 
Records can be converted 
for automatic use at a 


SOUNDVIEW 


A Product of Automatic Projection Corporation 


131 WEST 52nd ST., NEW YORK 19, N. Y. 












Comments received from large business users of films and 
equipment who have supplied their representatives and 





dealers with the Projectionist's Handbook indicate its 


BUSINESS AND INDUSTRIAL FILM USERS PRAISE THE NEW AUDIO-VISUAL PROJECTIONIST'S HANDBOOK! 


value in the field. Order copies today at $1.00 each from 
Business Screen, Chicago 10. Write c/o BOOKSHELF DE- 
PARTMENT, 812 North Dearborn Street, Chicago 10, Ill. 











Tea Bureau Pictorial 
@ The modern development 
and dramatic history of the 
tea industry are told in the 
new motion picture A Tale 
In A Teacup, made in Eng- 
land and America by Green- 
park Productions and adapted 
for American audiences by 
the Tea Bureau Inc. 

The picture provides in- 
teresting sidelights on the his- 
tory of tea and its use, while 
showing how it is grown, 
picked, manufactured and 
prepared for export. Ameri- 
can scenes show the U. S. 
Board of Tea Experts, blend- 
ing and packaging operations, 
and correct methods of brew- 
ing tea in home and restau- 
rant. 

Copies of the film are be- 
ing distributed to schools, 
women’s clubs, trade groups, 
and other consumer organiza- 
tions, and additional prints 
are available at cost to pack- 
ers and distributors of the 
product. Requests for free- 
loan or cost-purchase prints 
should be addressed to the 
Tea Bureau Film Library, 13 
East 37th St., New York 16. 

* * * 
Vu-Graph to Florez, Inc. 
@ FrLorez Inc., Detroit, has 
been appointed industrial dis- 
tributor for Vu-Graph, the 
improved overhead projector 
manufactured by CHARLES 
BrsELER Co., New York. 

Overhead projection is a 
medium gaining wide accep- 
tance as a flexible means of 
picturizing talks before groups 
of almost any size. The 
speaker using such equip- 
ment faces his audience while 
photographs, drawings, or text 
is projected to a screen above 
and behind him. He can also 
use the screen as a “black- 
board.” 








Go Forward With 


FORWAY 


“The Little Giant” 
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e e @ for distinctive achievement in documentary 
production the 1947 Annual Award of the 
Academy of Motion Picture Arts and Sciences e @ e 


“FIRST STEPS” 
PRODUCED BY FREDERIC HOUSE INCORPORATED 





Of course, we can't guarantee 















an Oscar for every film we make. But Frederic House 


can guarantee to give you all you expect — and more — 


oe Fv +t wea eH 


in the way of motion pictures and slidefilms 


PLUS a complete service that includes 





Among the clients who have used our inte- 


>" a 
‘ ~ . 


grated audio-visual service are the largest in- publications and graphics. 





dustrial organizations and government agencies, 
such as General Electric Co., General Foods 
Corp., U. S. Air Forces Training Command, Office 
of Naval Research, The United Nations, and the 


Government of France. 


FREDERIC HOUSE ING. 


673 BROADWAY e NEW YORK 
PRODUCERS OF AUDIO-VISUAL MEDIA 
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30 Years Old 


_— business executives con- 
sider films whether motion 
picture or sound slide as a 


new sales tool. 


Actually, business films have 
been with us a long time long 
enough to have proved their un- 


rivalled effectiveness. 


The William J. Ganz Company 
was a pioneer in making films to 


express ideas. And it still is. 


The “‘new look’ in business is 
old stuff with us. For thirty years 
we've made business films for 
some of the biggest and most suc- 
cessful names in American busi- 


ness. 


Right now we've got a lot of new 
ideas that can make new business 


for you. 


Would you like to hear about 


them? No obligation, of course. 


illiam J. Ganz 


COM PAN Y 


Producers of Business-Building Films 
40 EAST 49TH ST., NEW YORK 17, N. Y. 
Established 1919 











Today’s Growing Audience 


Challenges Film Sponsors 


_. by Richard Buch 


Manager, Motion Picture Production 


Exhibits, Motion Picture and Art Division 
E. I. DuPont de Nemours & Co. 


OWN IN WILMINGTON we review 
many sponsored films. We try to 
keep abreast of what commercial 

pictures are being made, who makes them, 
how good or how bad they are, who writes 
them, who photographs them, who directs 
them and to whom they are being shown and 
with what result, It’s quite a job—being a 
one-man audience for all these commercial 
films. 

We look at films about all kinds of subjects; 
Pictures about a new kind of rat poison, how 
bowling balls are made, how the stock ex- 
change functions, how to be a secretary, how 
to clerk at Macy’s, how to drill for oil, how 
to hunt blue geese, what’s behind a tele- 
phone, how to sell conveyor belt tubing, and 
how the junior miss should employ powder 
and rouge. 

We're not entirely happy about all the 
commercial pictures we've seen. Commercial 
pictures have improved a great deal in the 
past few years but they still have a long way 
to go—in planning, in content and in produc- 
tion quality. You can all take your bows but 
the general batting average of most film spon- 
sors, including ourselves, is still not as high 
as it should be. 


AUDIENCES ARE BECOMING SELECTIVE 

Fortunately, most of the people who see 
our pictures are not required to look at as 
many as we do, Our audiences are a patient, 
amiable, long-suffering lot. They have been 
starved for good new commercial films for 
years. They haven't had enough projection 
equipment. They are grateful and happy 
about almost anything sponsors ship them— 
within reason, It is strictly a sponsors’ market 
but our audience, like any audience, is bound 
to become more selective and discriminating 
as time goes on. They won't look at inferior 
productions forever, and we can’t blame them. 
On the other hand, the company sponsoring 
good films will earn the gratitude and good 
will of millions of people, 

For some time we've been trying to find 
out from circulation experts just how large 
this commercial film audience of ours is and 
how large it’s going to be. During the later 
years of the war the film people at the Treas- 
ury Department asserted that government wal 
bond shorts were seen in 16mm by 32 million 
people. About 20 million appears to be the 
audience record so far achieved by a commer- 
cial film of wide general interest—that’s a 
seven-year figure, and it includes some theat- 
rical audiences, 

But most of this 20 million record was 
built up during the period just before the 


Adapted from a recent address to the Motion Picture Screen 
Directors’ Guild, New York City 








wa. and during the early war years. In 1941 
there were fewer than 20,000 Il6mm sound 
projectors in use. Since the war’s end equip- 
ment has been coming out in increasing quan- 
tity. The experts claim that 100,000 16mm 
sound projectors will be in use by the latter 
part of 1948. 

What does this mean? Does it mean that 
the potential 16mm audience for commercial 
films will be five times as large as the 1941 
audience potential? Probably not. Attend- 
ance studies made by General Motors indicate 
that the trend, especially in schools, is towards 
smaller audiences per showing—towards more 
intensive use of films in classrooms, as well as 
in assemblies. 


PROJECTOR OWNERSHIP SPREAD WIDELY 

We may expect the same trend with adult 
groups Owning projectors. In other words, as 
projectors become more numerous, they will 
be used more often, more intensively for small 
groups as well as for large meetings. The film 
projector is becoming an accepted part of 
school and club equipment. No longer a 
“tour de force,” the 16mm projector is en- 
abling millions of people to see sponsored 
films who have hitherto seen only entertain- 
ment films in regular motion picture theatres, 

Nevertheless, despite a trend towards some- 
what smaller audience per showing, this large 
increase in projectors in use from 1941 to 1948 
is bound to affect the audience potential for 
(CONTINUED ON PAGE EIGHTEEN) 





for price and quality 


COMPCO 


precision manufactured 


STEEL FILM CANS 
AND REELS 


Tempered steel reels hold to width... 
eliminate film rubbing and binding. Cans 
protect your valuable films from damage 
in shipping and handling. Reels and cans 
are lustrous, baked-on, hammertone gray 
finish. 





Write today for literature and price list 


COMPCO CORPORATION 


2253 W. ST. PAUL AVE. 
CHICAGO 47, ILLINOIS 
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Another Well Known 
MOTION PICTURE CONSULTANT 
Has Joined Our Staff to Help You! 


¢ FRANK BALKIN - 


now in charge of 


OUR N E W CHICAGO OFFICE 
208 South LaSalle Street 


Orr MANY FRIENDS and those clients who 
have worked with Frank Balkin during the past 17 years will be 
. happy to learn he has joined our staff. 


His knowledge of how and when to use visual programs is a wel- 
come addition to our expanding studio. He can bring you the 
counsel and help so important in inaugurating a motion picture 
project... or a slide film. 


Our studio can translate Frank Balkin’s ideas—and yours 
into a film program that powerfully transfers these ideas 
into the minds of just the audiences you want to reach. 






































aed Ja Kay FILM INDUSTRIES, INC. 


2269 Ford Parkway 208 So. LaSalle St 
St. Paul, Minn. Chicago, III. 
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After all, 
Gentlemen, Films 
Are...just so 
much celluloid 


When you contract for a_ business 
film, the produce should delive: 


RESULTS. 


ing just so much celluloid, at an ex 


Otherwise, you're buy 


orbitant price per foot. 


RESULTS! 
wey ig. 


By RESULTS we mean something 
that should happen after the right 
audiences are brought to view your 
film—that is, conversion of the high- 
est possible percentage of these 
seers into doers of your will. 


That alone should guide the spend 
ing of your money . . . for, remem 
ber, ordinarily there’s no “box of 
fice” in business films to help you 
write off a producer's poor judg 


ment, 


For your films you should choose a 
company that excels at building the 
response-pulling element into its 
products . . . that consistently gets 
RESULTS, whether for new or re 


peat customers. 


will pay you to get in touch with 
us. Get the story on the “87% Re 
sponse” and on other case his 
tories of RESULTS through Associ 


ated films. Do it today. 


SHOWING DOES IT .. and Quicker 


ASSOCIATED 
FILMAKERS 


INCORPORATED 


45 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
Phone: Columbus 5-6694 


9155 SUNSET BLVD., HOLLYWOOD %6, CALIF 
Phone: Crestview 6-8500 


MUTUALS VGA AML TLUULAAAAUMUIATAE 
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Challenge to Sponsors: 


(CONTINUED FROM) PAGE SIXTEEN) 
sponsored films. How much? We can’t hon- 
estly tell yet. We know that a good commercial 
film of wide general interest, well promoted, 
Ihat’s been 
done. The top limit is anyone's guess—30 
million? 40 million? Who can tell? 


Then, too, television audiences have in- 


can reach 20 million people. 


creased steadily and will probably continue 
to increase. It is also clear that as television 
expands, it will lean heavily on sponsored 
films for programming, In addition to the 
l6mm circuits, television will provide addi- 
tional audiences for sponsored films. Ultimate- 
ly, perhaps, a new type of sponsored film 
will develop, particularly adapted to television 
requirements, 

But whatever the total audience potential 
for sponsored films is, it is sizeable. Sponsored 
films do not reach as many people as radio 
or as entertainment films, but they are right 
in there alongside the national magazines 
and still going up. 


Unpivipep ATTENTION MERITS QUALITY 

We owe it to this audience to give them 
better pictures than they've been getting. Mr. 
Richard de Rochemont put it very well in a 
speech last year before the Advertising Club 
of New York. He said: 
spectator. He can’t turn the page. He can't 
dial another station. You have his undivided 
attention for 10, 20, or perhaps 30 minutes 


Respect your 


and you can't afford to play fast and loose 
Remember that in his 
voluntary film-going he is seeing the best that 
Hollywood and Britain can offer, Don't bore 


with his sensibilities. 


him with trivialities when you have secured 
his attention for your story.” 

friend of mine attended 
Arrangements had been made for 


Not long ago, 
convention. 
the delegates to review a selection of spon- 
sored films during the time not taken up with 
speeches and important conferences at the bar. 
He slipped in one of the darkened rooms, 
where supposedly the finest in commercial 
films was being exhibited, and promptly fell 
asleep, lulled by the dulcet tones of a pai 
ticularly soothing sound track, 

Somewhat later, greatly refreshed, he crept 
out. None of his cronies were about, so he 
decided to take a walk. A few blocks up the 
street a “whodunit” “B" picture was showing 
at a local movie house, He went in. It wasn't 
an Academy Award winner, but it kept his 
interest. It set him to thinking. 


Wuy Not EmMpLoy DRAMATIC TECHNIQUE? 
Why don’t we see sponsored films, he 
asked me, more of the dramatic techniques 
that have made our entertainment films one 
of the chief diversions of 90 million movie 
goers a week? It was a good question. Why 
.drama. . .characteriza- 
tion ... human interest ... humor. . .in spon- 
sored films as well as in entertainment films? 
I explained that this was being done in a 
number of good sponsored pictures, Then | 
pointed out that the budget for an average 


commercial film ranged from three to ten 


not employ suspense. . 


per cent of the budget for average entertain- 
ment “B” film. He had to admit that this 
fact limits the scope of the sponsored film 
considerably. 

But actually this very limitation offers a 
tremendous challenge to the producer and 
the director of sponsored motion pictures. 
They must use all of their ingenuity to pro- 
duce effects that the average movie-goer takes 
for granted. It’s a tough job—substituting 
brains, originality and ingenuity for money— 
but it has been done and is being done— 
more and more. It has to be done because 
our audiences are the same audiences that see 
entertainment films and they are going to 
expect it, 


Business Group Reviews THE FILM 


Last fall a group of successful business men 
who are interested in the future of sponsored 
films, particularly institutional pictures, as- 
sembled to review a number of the _ best 
samples available at the time. Some of them 
had cost quite a lot of money to make, by 
sponsored film standards. Of course the pic- 
tures selected weren’t made to be shown, one 
right after the other to such a group. But due 
allowance was made for this fact, Time out 
was declared between shows for discussion. 
The objectives of each of the selections were 
set forth, as well as the intended audience, 
and the degree of success which each had 
attained in meeting the objectives. 

Ihe showings were not an unqualified suc- 


(CONTINUED ON PAGE SIXTY) 





HAT’S the title of the new 
illustrated booklet givin 

complete details of the Fonda 
Film Developer. Shows how 
Fonda has eliminated the film 
slack problem. Write today for 
your complimentary copy. 
Address: 2268 Pacific Highway, 
San Diego 12 


Fonda Film Processing 
Equipment Division 


Ia == 


STAINLESS PRODUCTS 


San Diego 12, California 
60 E. 42nd St., New York 17, N. Y. 
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Fitm propucers who bring their service requirements 2. The unified control of these resources and centralized 
to the Emil Velazco organization know why quality and responsibility for their efficient use mean that schedules 
economy go together in this unique film service center:— are met on time without sacrificing quality. 
modern equipment, centralized responsibility and big-scale 3. Because Velazco’s extensive facilities are in continu- 
operation fit together into a logical pattern that spells ous use, overhead costs-per-reel are lower. These economies 
better films at reduced costs. are reflected in lower rates which enable film producers to 
make bigger profits on smaller budgets. 
. 1. The finest equipment available—operated under ideal To learn how much your next film will gain by using 
J conditions by experienced craftsmen—are an assurance of this complete film service, call on the Emil Velazco 
= top-quality work. organization today. 


723 SEVENTH AVE., NEW YORK 19 
TELEPHONE: PLAZA 7-8530 
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i NC O R P O R A T E D 
7 THE COMPLETE SERVICE ORGANIZATION FOR FILM PRODUCERS 
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A PLATFORM WE'RE READY TO SUPPORT! 











o> SPECIALISTS IN THE PLANNING, 
Pome PRODUCTION AND APPLICATION 
FP OF TRAINING FILMS AND PROGRAMS. 

CONSULT US WITHOUT OBLIGATION _ 


- 


— Deund Masters, Ine, BEES 


165 WEST 46TH STREET NEW YORK 19 7 
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EDITORIAL NOTES AND COMMENT ON THE CHECK LIST FOR PRODUCERS AND SPONSORS 
ISSUED BY THE FILMS COMMITTEE OF THE ASSOCIATION OF NATIONAL ADVERTISERS 


EMBERS of the Association of Na- 

tional Advertisers have received 

the Check List of Producer and 
Sponsor Responsibilities’ which was created 
within its Films Committee. The purpose of 
this Check List is defined in its foreword as 
being “helpful in arriving at a better under- 
standing of what is expected of both . . . users 
and makers .. . in each step in the planning 
and production of sponsored films.” 

It has been the privilege of your Editor 
to assist the ANA Films Sub-Committee under 
the chairmanship of Virgil L. Simpson in the 
preparation and review of this outline. We 
may therefore be permitted a few personal 
observations on its portent and promise. 


No “Ground Rules” For Creative Ability 

Ihe general approach to a set of “ground 
rules” which this Check List offers must be 
prefaced with the following important ex- 
ceptions: 

1. Creative originality and the ability to 
produce a finely-keyed picture remains the 
first objective of both sponsor and producer. 
Any attempt to make a set of rules fit such 
creative situations will result in stereotypes. 

2. Experienced producers in this field sub- 
mitted original outlines from which this 
Check List was later developed and expanded 
with user viewpoints. Such producers have 
been ling by these rules for a good many 
years, 

3. The most obvious conclusion of all is 
that professional integrity and good faith 
among such experienced users and producers 
is far more important than any set of rules. 
Fair play, backed by a primary interest in 
commercial films and their future, will ad- 
vance the cause of this medium to the high 
place among communications it must achieve. 


Where the Check List Does Not Apply 

This outline serves the user and maker of 
commercial films quite well. There are some 
other important exceptions within its text 
but these are minor in comparison to another 
significant conclusion: 

It is worth noting how few of these points 
follow the practices of producers primarily 
concerned with theatrical entertainment films. 
Ihe secondary interest of such studios who 
look to commercial films as filler material 
lor otherwise idle personnel and _ facilities 
would indicate that step-by-step adherence to 
these rules will be desirable for the unskilled 
buyer and prohibitive for this type of maker. 

Similarly, the existence of hundreds of so- 
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called “producers” in that classification of 
local telephone directories indicates the wis- 
dom of applying “ground rules” among such 
unknown and inexperienced sources. But here 
again, the best advice is to see clearly identi- 
fied “samples” and to check both financial and 
creative claims of the prospective supplier. 


Outline Should Be Frequently Reviewed 

Producers who have read this Check List 
with critical interest, have expressed enthusi- 
astic commendation for it. Yet their com- 
ments are often accompanied by sensible sug- 
gestions for clarification. For example, the 
authority of the sponsor's liaison representa- 
tive should be broadened from merely “quali- 
fied’’ to make him authorized to make de- 
cisions that his company will support. 

“Progress payments” (Sec, 9: P. 10) might 
be better defined for this positive reason: 
“Progress payments are in order because the 
work we shall do for you will be done exclu- 
swely for you. In case of cancellation of the 
project, we cannot recover our costs from any 
other customer.” 

Reference to both picture production costs 
and scenario costs is obviously open to con- 
siderable discussion. As one producer sug- 
gests, “experienced picture sponsors will know 
that the figures cited are low, but novices 
might not. Quoting scenario costs in percent- 
ages is most unwise, for who knows what per- 
centage of the production cost the scenario is?” 

Worthy of a study in itself is the section on 
“Distribution” (Section V: P. 14) which has 
advanced so enormously in the last few years 
as the number of self-equipped audiences ex- 
panded. Appreciating that fact, the Films 
Committee is now devoting considerable at- 
tention to direct studies of that field. (See 
Page 8 of this issue for a brief summary of 
the Rochester survey) . 


Road Ahead for Outstanding Teamwork 

Obviously this Check List will be a good 
reminder to producers that they should con- 
tinue to evolve similar ground rules within 
their own field. Production cost accounting 
is a typical example of this need. There should 
be a bureau for interchange of costs on sales, 
scripts, photography, materials, processing, 
overhead and other factors. 

Both producers and users depend vitally on 
the progress of and patterns for resultful dis 
tribution of their films. On these and othe 
points they should meet and discuss their 
common problems as frequently as possible. 
The atmosphere of cooperation and frankness 





under which this Check List was created and 
developed is a good sign, Let us proceed 
toward the more important goals of better 
films and bigger audiences, 

Committees of both producers and spon 
sors should join in wholesome discussions of 
mutual problems, Leading distribution agen 
cies now providing national services should 
participate. Manufacturers of projection 
equipment are very much a part of this com 
mon interest and should also actively partici 
pate. The combined power of all these forces 
working together may insure the bright future 
for factual films which the hundreds of thou 
sands of organized groups now using them 
would seem to indicate, Films are a medium 

those who make them and show them have 
a responsibility toward their being as consis 
tently good as they are powerful. 


A MILESTONE IN ADVERTISING 


* The center section of this issue of BusINeEss 
SCREEN is truly a milestone in our publication 
history and in the advertising progress of the 
industry we serve. 

Well and widely known for the excellence 
and originality of their display and direct 
mail advertising, the Ampro Corporation has 
achieved high distinction in this color insert 
and in the “Story of Sound” campaign of 
which it is a part. 

Here is advertising in a highly competitive 
field without a phrase of flaw or fault for its 
rivals. Here is advertising which serves the 
reader so completely that we predict the ap 
pearance of these inserts on film department 
walls and in executive offices for many years 
to come. 

And again, here is advertising that shows 
the true meaning of high-precision manufac 
ture and the dependable quality of finely en 
gineered sound projection equipment, 

The good taste and convincing message of 
this insert fulfills our own publication aims to 
a high degree. We are privileged to have 
been selected as the medium. Our sincere 
congratulations to President Palmer, to sales 
executives Harry Monson and Howard Marx, 
to Erv. Nelsen, and especially to W. F. (Bill) 
Scranton, Ampro’s advertising manager who 
has achieved an enviable reputation for his 


good company in the design and execution 
of outstanding advertising. The Irving Ros 
enbloom Advertising Agency serves the Am 
pro account, OHC 
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crans, author of the “Curiosity Shop” 


Rose n 
script. 





JouNn Benson, Past President 4-A’s; E. P. Adler, 
Davenport, 


mocrat and 
Director 





1. D. Stout, 


Combes, Railway 


and Harold 


re. (Story on Page 24) 
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LIBRARY AND BUSINESS FILM 


WORKERS MEET AT CHICAGO LUNCHEON 





NATIONAL LIBRARY PERSONALITIES AND BusINess FILM Executives met recently on the occasion 
of the Association of National Advertisers Spring Meeting in Chicago. Shown above (1 to r 
clockwise) are William Cox (foreground) Santa Fe Railway; Hal Wright, International Har- 
vester Co.; Mrs, Aline Legg, Film Council of America; Ray Novak, Swift & Co., W. M. 
Bastable, Swift & Co.; Merle Johnson, General Motors Corp., Mrs. Patricia O, Blair, American 
Library Assn.; O. H. Coelln, Jr., Business Screen; R. P. Hogan, Kraft Foods Co.; Kenneth 
Edwards, Eastman Kodak Co.; Mildred Batchelder, American Library Assn.; and Douglas B. 
Hobbs, Aluminum Co. of America. (Exclusive Business Screen Photo) 





U. S. Steel Previews a 
New Institutional Picture 


*% On Monday, May 3, shareholders 
of the U. S_, Steel Corporation were 
the preview audience for the new 
institutional motion picture Unfin- 
ished Business, the company’s pic- 
ture story of reconversion activities 
from V-] Day to the present time. 
Produced by the Jam Handy Or- 
ganization, most parts are played by 
steel workers themselves. (see June 
issue of Business SCREEN for detailed 





PRODUCTION SCENE during the filming of U.S. 
Steel’s new film “Unfinished Business.” 


review and case history of this film. 

















Display Story of 
Victor Projectors 





* Victor Animato- 
graph Corporation, 
Davenport, lowa, is 
com- 
plant 
and extensive line 


showing the 
panys new 
of products in this 
attractive new = dis- 
play just put into 
the convention field. 
The new factory is 


under construction. 


BUSINESS SCREEN MAGAZINE 





“= 


ni. 





ee ee 





ail 





Announce Safety Film Awards 


NATIONAL COMMITTEE ON FILMS FOR SAFETY 


SELECTS ELEVEN SUBJECTS AS YEAR’S BEST 





INNER OF THE “SAFETY OS- 

CAR” for the most outstanding non- 

theatrical motion picture of 1947 in 
the field of occupational safety is Diagnosis — 
Danger, a film produced for the St. Paul Mer- 
cury Indemnity Co, by the Chicago Film 
Studio. 

Oscars are awarded annually to films in the 
fields of occupational, traffic, home and gen- 
eral safety by the National Committee on 
Films for Safety. Honors go to those pictures 
“which best serve to encourage accident pre- 
vention.” Eleven films were cited. 


GENERAL SAFETY AWARD To G.M. FILM 

lop honors in the general safety group 
went to General Motors’ motion picture Safety, 
Our Number One Crop, which was produced 
by Sound Masters Inc. A black and white 
l6mm picture, it portrays the accident do's 
and don'ts of farm activities, and highlights 
the National 4-H safety contest. 

Fifteen Minutes To Go, produced for the 
National Safety Council by Sarra Inc., was 
selected by the NCFS as the most important 
sound slidefilm in the field of occupational 
salety. 

The 15-minute black and white picture 
shows the necessity of immediate first aid for 
minor injuries as insurance that they will 
remain minor. A silent trailer repeats key 
frames for discussion purposes. 


ZuRICH SLIDEFILMS Win Two Oscars 

The Firebug, produced for Zurich General 
Accident and Liability Insurance Co. of Chi- 
cago by the Atlas Educational Film Co., was 
judged the best sound slidefilm in the field 
of general safety. 

he 15-minute black and white filmstrip 
depicts the average person as an “accidental 
firebug’’ who is even more dangerous than the 
arsonist. It points out that fires usually start 
because someone didn’t think of the hazard, 
or did recognize it but didn’t do anything 
about it. It reviews unsafe conditions due to 
poor wiring, sparks, open flames, high tem- 
peratures, friction, spontaneous ignition, ex- 
plosion, smoking and matches. 

There was no motion picture award in the 
trafhe and transportation classification, but 
Destination — Death produced by Burton 
Holmes Films Inc., was judged the best sound 
slidefilm. It is another Zurich Insurance Co. 
picture. 

Destination — Death focuses on the split- 
personalities of the average motorist and the 
careless teen-age driver. The 15-minute film 
is in black and white and emphasizes the do's 
and don'ts of safe driving. 

A Metro-Goldwyn-Mayer release, Going to 
Blazes, was judged the best theatrical motion 
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picture on safety. It was produced by Herbert 
Morgan who won the same honor in the 1946 
competition with MGM's Traffic With the 
Devil. 


Five Cirep For HONORABLE MENTIONS 


Honorable mention awards in the occupa- 
tional safety field were presented to Use Your 
Head, motion picture produced by the Den- 
ver, Rio Grande and Western Railroad; to 
Kodak Park Safety, motion picture produced 
by the Eastman Kodak Co., and to the sound 
slidefilm, Falling Ground produced by the 
Anaconda Copper Mining Co. 

The railroad film pictures the phases of 
maintenance operation and safety, and por- 
trays accidents that happen on the road due 
to neglect. It runs 23 minutes, is 16mm 
color. 

The motion picture Live and Let Live pro- 
duced by Aetna Casualty and Surety Co. re- 
ceived honorable mention for the traffic safe- 
ty group. The 16mm color film demonstrates 
10 of the leading causes of accidents, Aetna’s 
staff set up mniature town-and-highway sets 
which were used for panoramic effects in show- 
ing how accidents happen. Entire traffic se- 
quences were planned in detail and toy auto- 
mobiles were moved manually, sometimes less 
than a quarter of an inch, for each frame ex- 
posure. 

Danger Is Your Companion produced by 
the American Red Cross, won honorable men- 
tion in the general safety film class. The show 
runs 25 minutes, is 16mm black and white. 
Its subject is accident prevention and first aid. 


SyYNopPSsIS OF OCCUPATIONAL SAFETY FILM 


Diagnosis—Danger is a 16mm, 27-minute, 
black and white film that tells the story ol 
accident precautions in hospitals. It covers 
the possibilities for accidents down to the 
smallest misadventure which would result in 
harm to doctors, patients, visitors, and staff 
members. 

Ihe opening of the Indemnity Co.'s safety 
drama shows the superintendent of the hospi- 
tal, partly incapacitated because of a recent 
accident, listening to the report of another 
accident over the communication system. Afte1 
he hangs up the receiver, he picks up a book 
on hospital safety and comes to the realization 
that there are many serious hazards in a hos- 
pital. 

The greatest part of the balance of the film 
consists of the superintendent's surprise at 
what he finds in the book on safety, He shakes 
his head over the possibilities of accidents 
occurring from doors opening into busy hall- 
ways, the potentialities for accidents in the 
kitchen, diet section, and pharmacy of the 
institution. He sees that dangerous conditions 









Best TRAFFIC SAFETY SUBJECT was the Zurich 
sound sSslidefilm “Destination Death’, (See 
story on this and other award winners in col- 


umns on this page.) 


can be prevalent in surgery because low hu 
midity produces static electricity and the 
slightest spark while ether is being released 
would cause an explosion, 

From there on the narrator takes over and 
discusses the survey of the superintendent's 
own hospital that is conducted, and the de 
plorable conditions that are found. 

Music backgrounding the film makes use of 
light opera scores but much of it was written 
especially for the picture by Leo Fox, arranger 
for Hollywood film music, Script was written 
by Don Hawkins, assistant secretary of St. Paul 
Mercury. 


COMMITTEE REPRESENTS 17 ORGANIZATIONS 


This year’s “Safety Oscar’ winners were 
screened in April at the Greater New York 
Safety Convention and Exposition, 

The National Committee on Films for Safe 
ty is sponsored by the National Safety Council 
and represents 17 national organizations, 

Members of the committee are: Mark A. 
May (chairman), Yale University; William 
Englander (secretary), National Safety Coun- 
cil; Glen Burch, American Association for 
Adult Education; Lee Richardson and A. W. 
Bohlen, American Association of Motor Ve 
hicle Administrators; W. L. Robinson, Ameri 
can Automobile Association; J]. C, Stennett 
and H. G. Gilson, American Mutual Alliance; 
Dr. H. E. Kleinschmidt, American Public 
Health Association; Fred M, Rosseland, Asso 
ciation of Safety Council Executives; John 
Gibbons, Automotive Safety Foundation; 
Charles W. Dullea and Robert E, Raleigh, 
International Association of Chiefs of Police; 
Dr. D. B. Armstrong, Life Insurance Associa- 
tion of America; Dr. Victor G. Heiser, Na- 
tional Association of Manufacturers; Julien 
H. Harvey, National Conservation Bureau; 
M. R. Trabue, National Commission on Safety 
Education; Capt. E. E, Saunders, U. S. Navy 
Dept.; H. S. Fairbank, U. S Public Roads 
Administration; Lt, Col. L. F. Carter and 
Eliot V. Parker, U. S, War Dept. 

Mentioned for special honors by members 
of the Committee was the farm safety public 
relations motion picture Miracle in Paradise 
Valley produced for Sinclair Oil by Wilding 
Picture Productions. ® 
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it was in 1919, Harkness tell 


Bill, that William Hoopes 
{Lane Chandler) hief electrica engineer f Al a 


figured out a way to make 
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ucts. The Labs made « 





The National Committee on Aeronautics found that 
salt spray pitted aircraft aluminum where it wasn't painted. 


It promised tq be a critical problem. 
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Marta Harkness (June Lockhart) talks to her father 
Gordon Harkness (John Litel) as she waits for her date 
Bill McCann, to show up. 




















Both men aet interested in the set, and Harkness shows 
Bill how ¢t € 


tells his experiences in Aluminum Research labs. 


sctroplate the aluminum antenna. He 














Hoopes and Dr. Francis C. Frary set up an experimental 
electrolytic refining cell at the Badin (N.C.) Works of 
Alcoa and finally made aluminum 99.99% pure! 














But things don't happen all at once. Cafeteria trays 
that wouldn't smudge and resisted abrasion also ab 
sorbed coffee stains. They had to be stain-proofed! 














Edgar H. Dix, Jr., chief metallurgist for Alcoa, devel 
oped an aluminum sandwich which protected a high 
strength core from corrosion and solved this problem. 
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Aluminum Company of America Shows 
New Technicolor Institutional Film 


OLLOWING IN THE SOUND 
track of its widely-shown predecessor 
Unfinished Rainbows, is the new Tech- 

nicolor institutional sound motion picture 
Curiosity Shop which the Aluminum Com- 
pany of America unveiled to a press audience 
at New York’s Plaza Hotel on April 21. 
Produced with utmost professional skill 
and technical accuracy, this new Aluminum 
Company feature subject is the story of re- 
search and development. This story the spon- 
sor rightly deems is “a part of the great Am- 
erican tradition of creating better things for 
all Americans.” 
THEME Is STORY OF ALUMINUM RESEARCH 


On the fabric of a college romance told 
through the personalities of Bill McCann 
(Richard Hogan) and Marta Harkness (June 
Lockhart) is woven the theme story of these 
Alcoa research efforts as narrated by Gordon 
Harkness (John Litel) who plays Marta’s 
father. The film is a tribute to the men who 
work so quietly and so tirelessly in their curi- 
osity shops—whether that shop is a college 
lab, a great research center, Thomas Alva 
Edison's attic, Charles Martin Hall’s wood- 
shed, or a basement workshop . . . wherever 
men work to find something new or something 
that will improve a product or a process. 

The absorption of a youth in his science 
experiments leads up to the human biography 
of aluminum research, continuing the theme 
of an eternal challenge to youth so well told 
in Unfinished Rainbows. The cast of featured 
players carry the dramatic episodes with un- 
flagging interest. Once again, Alcoa has been 
most fortunate in the producer's casting for, 
like Unfinished Rainbows which brought to 
the screen a then comparatively unknown 
newcomer Alan Ladd in the role of Charles 
Martin Hall, Curiosity Shop presents June 
Lockhart in the feminine lead. Miss Lockhart 
has recently been acclaimed for superlative 
performances in the Broadway comedy by 
F. Hugh Herbert, For Love or Money, 

Curiosity Shop was produced in brilliant 
Technicolor by Wilding Picture Productions, 














Harkness and Bill get ready to test the new antenna and 
set it up on the roof of the physics lab—ready to test 
Bill's television set for improvement. 
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Inc. According to Douglas B. Hobbs, in 
charge of motion pictures for Alcoa, prints 
will not be available for school, church or 
club showings before July 1, 1948. Both six- 
teen and thirty-five millimeter prints will be 
available on or after that date and requests 
should be made to Motion Picture Depart- 
ment, Aluminum Company of America, 801 
Gulf Building, Pittsburgh 19 or to Modern 
Talking Picture Service, 9 Rockefeller Plaza, 
New York 20. 


SCREEN STORY MAINTAINS CONSTANT INTERES 


The script, written by Leo Rosencrans of 
Wilding, presents what might be dull techni- 
cal information in a highly interesting way. 
Technicolor’s superb quality is demonstrated 
in the unvarying accuracy of outdoor and in- 
terior scenes and in the presentation of alum- 
inum products, 


SERVICE FILM FOR BAKERS 


Sponsor: Standard Brands, Fleischmann Divi- 
sion. Film: Holiday Happiness. Producer: 
B. K. Blake, Inc. 
* This is a very specialized picture, aimed 
at one specific audience—bakers, Standard 
Brands’ Fleischmann Division has always tak- 
en a very proprietary interest in the baking 
industry; promotions designed for bakers are 
rarely actual sales efforts, but rather service 
to the baker, or indirect, institutional plugs 
for the industry. 

Holiday Happiness is a service picture; not 
an item is pictured or a word said about Stand- 
ard Brands or any of the company’s products. 
It tells, instead, how to make fancy cake dec- 
orations and urges bakers to make them as a 
profitable sideline and a good “window dress- 
ing” for his more prosaic line of trade. Carl 
Seagren, a leading cake decorator, is featured 
in Holiday Happiness, He is shown making a 
dozen or so fancy cakes using all of his tricks 
of the trade. 

Technical Notes: Holiday Happiness is in Ko- 


dachrome; 25 minutes in running time. 


Distribution: The Fleischmann Division con- 
ducts several elaborate traveling exhibits for 
the baking industry, consisting of models of 
baking plants, new machinery, new ideas, etc. 
Holiday Happiness is shown as a part of these 
exhibits. 
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Marta finds them still at it but in time to enjoy the 
m as it comes over Bill's television set. They dance 
the music for a happy ending. 











Right to Your Heart 


METROPOLITAN LIFE FILM ON HEART TROUBLE IS WIDELY SHOWN 


* A great many of the diseases which often 
caused death a few decades ago have now 
been rendered comparatively mild by the ad- 
vances of modern medical science. <A_ fai 
greater proportion of people are living to 
enjoy middle and old age than ever before. 
But this happy situation has, nevertheless, 
made heart trouble, which is primarily a 
sickness of middle age, our number one health 
problem today. Dr. Leonard A, Scheele, Sur- 
geon General United States Public Health 
Service, has stated “We know that heart dis 
ease will kill about twice as many people 
this vear as does cancer, and about seven 
times as many as tuberculosis.” 


SHOWN To Over 2,650,000 AUDIENCE 


Over four million Americans today have 
imperfect hearts, but if they can be persuaded 
to eat, work and play within reasonably 
moderate limits a very great proportion can 
expect to enjoy life and live without premature 
heart failure. 

A new motion picture designed to aid in 
this program opened a year ago at Radio 
City Music Hall during National Heart Week. 
Be Your Age, a timely film on heart trouble 
produced by the Jam Handy Organization, 
has since been seen by over 2,650,000 people. 


SERVICE INFORMATION ‘To Poticy HOLpers 


Phe Metropolitan Life Insurance Company, 
sponsor of the 1114 minute short in coopera- 
tion with the American Heart Association has 
a natural interest in health and welfare cam- 
paigns. Obviously, the more people who 
properly care for sick hearts, the more live 
policyholders, and of each five insurance pol- 
icyholders in the United States and Canada, 
one is an owner of a Metropolitan Life policy. 
But far more important than that, the Com- 
pany feels that with each policy the holder 
should get not only protection, but service, 
service consisting of information on ways and 
means of preserving his life and well-being. 

Within the Company this activity is under- 
taken bv the Health and Welfare Division. 
Films play an important part of the division's 
responsibility, and currently four motion pic- 
tures and ten film strips are being distributed. 


Films are offered primarily to the general 
public, although school booking requests are 
gladly accepted. Motion pictures are offered 
first, on a protected territory basis, to theatres, 
and following theatrical runs in each state 
to 16mm audiences, 


AupIENCES Like Tuts Tyrer or Fito 

Be Your Age has been very well received 
in practically all its showings. ‘Theatre mana 
gers have reported that audiences not only 
like the film, but urge the manager to show 
more films of this type in the public interest. 

Be Your Age (and other films, Man Against 
Microbe, a wathe safety film, Once Upon A 
Time, and a good nutrition film, Proof of the 
Pudding) is available on free loan from the 
Metropolitan Life Insurance Company, 1 
Madison Avenue, New York 10; 600 Stockton 
Street, San Francisco 20; or 180 Wellington 
Street, Ottawa. e 


Brief Items About Other Films 
Produced for Business & Industry 
* Trees to Tribunes, a 40-minute color film 
which tells all phases of a newspaper has been 
released by the Chicago Tribune via Modern 
Talking Picture Service, Inc. The film was 
produced by Wilding Picture Productions, 
Inc. and covers three phases: lumbering, paper 
making and the actual production of a daily 
newspaper from assignment stage to final 

edition, 

*®& Romance of Two Hemispheres, a 47-minute 
color picture produced for Massey-Harris, Ltd. 
shows M-H tractors in use all over the world. 
The sponsor, at Toronto, Canada, is offering 
16mm prints in five languages for free loan. 
* The Athletic Institute, Inc., Chicago, has 
released the first of an extensive educational 
sound slidefilm series on basic athletic instruc- 
tion. First series covers Beginning Tennis and 
is being sold to schools throughout the U.S. 
*% Green Harvest, a beautiful Technicolor 
film (29 minutes) is being widely released 
by the sponsor Weyerhaeuser Forest Products 
via Modern. Production was by Wilding Pi 
ture Productions, largely on location in Pacific 
Northwest forest lands. 
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FRANK Howe, head of Pan 


{merican’s pic- 
lure program 
his idea of the 


uses a cartoon which ex presses 
comparative value of words 


and pictures 


HE BUSINESS of running an inte 
national airline involves a number ol 
corollary activities which now includes 
a well set-up motion picture produc 
minor operations as hotel-keeping and baby 
sitting. But there is nothing minor about the 
film programs conducted by the larger U.S. 
airlines. The productions of one carrier fot 
instance—Pan American World Airways—rank 
with the very best when it comes to drawing 
power, 
Last year Pan American-produced promo 
tional films were seen by nearly eight and 


one-half million people at non-theatrical 
screenings in the United States alone. The 
number of these showings varied between 
3,500 and 4,000 per 


‘ : ”) 
attendance at each averaging about 200 


month, with the total 
These 
figures do not include those U. S. audiences 
which saw the films via television (prints 
were shown over almost every video station 
in the country) nor does it include the for 
eign groups reached through the 90 Span 
ish and Portugese language versions in daily 
Latin 


circulation throughout America, 


ServVE Wipe RANGE OF ACTIVITIES 


All Pan American sales promotion films are 
produced by the Motion and Still Picture 
Division of the company’s Promotion Depart- 
ment. Headed by Frank Howe, who super 
vises all phases of production, the division 
also turns out educational and employee-train 
ing films, as well as slides, slidefilms, still pic- 
tures, and visual units for schools. 

Nine travel promotion pictures, all in color 
and ranging from 10 to 45 minutes running 
time, have been produced by this unit and 
three more have already reached the script 
or in-work stage. Subjects completed and re 


Alaska, Bet 
Caribbean, 


leased include those featuring 
Cuba and the Ireland, 


Mexico,” Guatemala, Nassau, an overview ol 


muda, 


Latin America, and two Panagra films entitled 
This Is South 


now being filmed, and two more—one on Clip 


imerica. One on Hawaii is 


per cargo and one on the East coast of South 
America—are immediately scheduled 

Usual production procedure is to compl te 
the script before calling for bids on photog 
raphy and other specific phases of the job 


Howe then takes camera crew and actors on 
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New Wings for Air Travel 








PAN AMERICAN WORLD AIRWAYS FILMS GIVE PROMOTIONAL “LIFT” 


Sound is 
recorded directly on the film as the picture is 


location for the actual shooting. 
being taken. 

National distribution of the releases is man 
aged by the home office at Long Island City, 
N. Y., through Pan Am’s district sales ofhces 
located in 17 key cities across the country. 
The club, 
interested in booking a pat 


Prints are held in 54 depositories. 
or individua 
ticular title rites oF telephones his request 
to the nearest PAA district office. If the bor- 
rower owns ot can obtain sound projection 
equipment, and a competent operator, the 
film is sent free of charge except for the usual 
transportation charge. In cases where pro- 
jectors and/or operators are lacking, the dis- 
trict office is usually able to supply them. 
Buitp VisuAuizep UNttrs FoR SCHOOLS 


For obvious reasons Pan American post 
poned production, during the war years, of 
its highly successful travel promotion subjects 
and began turning out the visualized units 
for schools which have become the delight ol 
teachers and school administrators through 
out the country. (See Business SCREEN, No. 5, 
Vol. VII; Aug. '46). The educational units 
each consist of a slidefilm, black-and-white 
stills, a pictorial and economic map, and cor- 
related reading matter, all built around a 
particular nation or geographic area, Com- 
plete with workbooks and a teachers guide, 
the kits are entirely non-commercial and carry 
only a small credit line to identify them as 
Pan Am products, 

The response to the initial release of this 
material to a selected list of schools was such 
that their production now requires a separate 
department in the airline’s Motion and Still 
Picture Division. ‘The units are grouped 
under two general headings, The Air Age in 
Latin America, and World Trade in the Au 
ige, and are shipped in quantity to county 
school superintendents and directors of visual 
education who in turn distribute them to thei 
Approximately 10,000 of 
these kits are now in circulation and addition- 


various schools. 


al subjects in each group are in the mill. 


Most Extensive STILL Picture LIBRARY 


In another department of Mr. Howe's ver- 
satile division is perhaps the most extensive 
collection of still pictures on travel that has 
ever been assembled. This library contains 
over 40,000 black-and-white and 3,000 colon 
stills covering the life, customs, geography, and 
economics of every country served by Pan 
\merican’s planes. The file is maintained 
as a public relations service, and the photos 
are available for use with magazine articles, 
news stories, ads, and other promotional ven 
tures, 

Pan American's well developed visual pro 
gram began in 1935 when the line’s first 
travel promotion film, a black-and-white two 


reeler was produced. By 1941, their motion 
picture library contained more than 20 such 
subjects, nearly all of which have been with- 
drawn from circulation because of changing 
events abroad, The current stock of nine com- 
pleted, and three projected, sound-and-colot 
films is by no means the final limit on either 
the film division’s capacity or its scope of 
activity. 

CoopeRATE WitH THE FILM PRODUCERS 

In discussing the plans of his group Frank 
Howe recently said, “We are also cooperating 
with other motion picture producers, both 
theatrical and non-theatrical. We provide 
them with footage showing, for instance, a 
Pan American Clipper in the air or on the 
ground, as well as scenic reels for background, 
etc. We help them produce regular travel 
shorts, and are preparing condensed versions 
of our own films for theatrical release.’ 

He added that Pan Am plans to continue 
to make motion pictures until it has an up-to- 
date production on every area its planes serv- 
ice, which means practically every quarte! 
of the globe. ° 


A Basic Film on Economics 
Produced by Standard Oil (N.J.) 


* In the growing tradition of good films out 
of the employee relations offices of Standard 
Oil Co, (N, J.) is a 10-minute animated sound 
motion picture titled Economics, Intended 
primarily for company employees, the text for 
the film was prepared by Dr. E. G. Bennion 
of the company’s Economics Department. 

Ihe film explains the inter-relation of in- 
dustry with worker, customer, owner, govern- 
ment and management. The problem of a 
clear understanding of fundamental economics 
is aptly served by good animation on basic 
principles. Phil Ragan was the producer. 

Not a public film, Economics may possibly 
be obtained on written request by other in- 
dustries through the Employee Relations 
Dept., Standard Oil Co. (N. J.) 50 Rocke- 
feller Plaza, New York City 20. Only a few 
prints are available, however. 


To Understand World Trade 


*® During this month when World 
Trade Week will be observed (May 
16-22), the sound motion picture 
Round Trip produced by the 


Fund is well 
Now available from 
Film Program Services (N.Y.) and 
four other regional distributors, 
this production by The World To- 
day, Inc., is one of the better films, 


Twentieth Century 
worth seeing. 
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OOD PROMOTION is one of those 
“naturals” for the film medium. In 
past decades growers, processors and 
packers have had to depend on “personal” 
demonstrations and limited audiences, That 
day has ended for those who realize the value 
of modern motion pictures and slidefilms. 
One of many illustrations of successfully 
transferring a company “show” to film is seen 
in Armour and Company's series of “Cook- 
ing School” pictures. So pleased is Armour 
with the pictures and their results that the 
meat packing company has produced three 
of them in as many years. The latest to be 
announced is Pantry Meal Magic, produced 
in Kodachrome with dialogue. It is built 
around the Armour canned meat line, Prints 
have only been out a few weeks, but distribu- 
tors report that Pantry Meal Magic, as well as 
two previous films, already has a long waiting 
list of consumer audiences. 


PERSONAL REQUESTS OVERWHELM STAFF HELP 


Development of the series goes back to 1945. 
War brides were besieging the Armour Con- 
sumer Service Department for recipes and 
answers to questions about meat preparation. 
Marie Gifford, director of the department, 
and her staff had at least 10 times as many 
requests for personal appearancés as they 
could fill. 

Here was a subject of proven public in- 
terest. Armour executives thought it should 
be a natural for a successful consumer film. 
The picture would tell about the company’s 
service to consumers of meat products, and 
get over the idea incidentally that Armour 
products are a good brand to look for in the 
stores, 

When the contracting producer started 
work on the subject, however, it was apparent 
that there were many different “shows” in 
Marie Gifford’s department. The subject had 
to be narrowed down. Miss Gifford was asked: 

“What do the women who write in ask 
most often? What personal appearance pro- 
grams get the most applause?” 


lime AN IMPORTANT INGREDIENT IN KITCHEN 


The answer was that the subject of “time” 
came up again and again in consumers’ in- 
quiries. How to get a good meal in a hurry 
was perhaps the outstanding inquiry. Work- 
ing wives, busy mothers, and other women 
whose time was largely occupied welcomed 
any plan which would save time in the kitchen 
without sacrificing appetite appeal. 

So the first picture was called Quicker Than 
You Think. In 22 minutes it shows prepara- 
tion of eleven recipes. They fit the needs of a 
bride, a mother of small children, a civic- 
minded club woman and a career girl, each 
of whom is shown in her own kitchen. 

Complete details of preparing each recipe 
obviously could not be shown, nor could the 
audience be expected to remember them. 
Chey are included in a booklet available for 
lree distribution. 

There is an interesting story connected 
with that recipe booklet. Neither the sponsor 
nor the producer knew that the picture and 
the thinking behind it were right. Women 
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Show Time at Armour's 


GOOD FOOD FILM SERIES GETS RESULTS FOR PACKING COMPANY 


always are interested in recipes, but would 
they bother to write in and ask for them on 
the basis of a movie? 

A series of club show tests was set up by 
Modern Talking Picture Service. The opera- 
tor distributed post cards to the women in 
the audience telling them that they could 
get complete recipes for dishes shown in the 
film by filling in the card and mailing it, 

The sponsor, the producer, and the dis- 
tributor were amazed when 87 per cent of the 
cards distributed came back. Only one out 
of eight women was disinterested or said she 
didn’t “want my name on a mailing list.’ 
Operators were instructed not to “sell” the 
booklet, just to offer it. 


IMPORTANCE OF Goop TitLe Is NoTep 

Audience comment on the film was excel- 
lent, and the company receives scores of let- 
ters from home economists applauding the 
film. When the picture was offered to exhibi- 
tors through Modern Talking and Associa- 
tion Films, however, it didn’t “move.” Book- 
ings were disappointing. A promotion pro- 
gram was necessary to get the film shown the 
first time, After that, repeat bookings and 
regular catalog orders kept the available 
prints more than busy, but the Armour 


movie-makers sought an explanation for the 


slow start. 

They concluded that the title was responsi- 
ble. As you read this, you know why the pic- 
ture was named Quicker Than You Think 
and what it is all about. It is a “catchy” 


title. It is descriptive to a degree, but it re 
quires elaboration. Seen in a catalog, Quick 
ery Than You Think could cover almost any 
subject and it didn’t entice the exhibitor to 
read on and see what the film was about, 
Profiting by that experience, the Armow 
film committee named their next picture The 
Gentle Art of Meat Cookery. There could be 
no doubt about the subject matter of that film, 


PHe Picrure Tevtits THe ComMpLete Story 

It takes 28 minutes in the film to show and 
discuss the standard methods of cooking 
meat—roasting, broiling, braising, and cook 
ing in water, The picture is built around 
the Armour Time Table for Meat Cookery, 
a remarkable promotional device on the ordet 
of a railroad time table. The cook needs only 
to know the kind and cut of meat she has 
and how much it weighs, The chart then 
tells her the cooking method to use, the prop- 
er temperature and the time needed for rare, 
medium or well done. 

Home economics teachers in the schools 
quite naturally are the principal users of the 
The Gentle Art. They like it not only from 
an instructional standpoint, but because it is 
designed to interest students in the profession 
of home making. 

Latest of the Armour films, Pantry Meal 
Magic, is also based on a subject of widespread 
current public interest. 

Although canned meats have been a staple 
article in food stores for 70 years, the volume 
(CONTINUED ON THE FOLLOWING PAGE) 


The scene below (and the two at the top of this page) ave from film “Pantry Meal Magic” 





























(CONTINUED FROM THE PRECEDING PAGE) 
ot sales was not impressive until recent years. 
in the 10 years ending in 1946, the industry 
volume of canned meats increased 336 per 
cent and was still going up. That certainly 
was evidence of public interest. People were 
buying three times as much of the product as 
formerly, 


You CAN AtMostr Taste THE FLAVOR 


No one has succeeded yet in putting “taste” 
into a 16mm film, but the producer, Associa- 
ted Filmakers, proved in Pantry Meal Magi 
that you can come close to doing just that 
with good photography and the new commer 
cial Kodachrome. Close ups of food dishes 
in this picture are guaranteed to stimulate 
an appetite, 

The first two Marie Giflord pictures were 
black and white, Use of color in Pantry Meal 
Magic was decided on with some misgivings. 
Color fidelity in a food film is far more im- 
portant, of course, than in most pictures, It 
makes little difference if the dress one of the 
women in the picture is wearing looks yellow 
on the screen instead of green. But you can't 
show purple sausage or yellow ham. 

Ihe makers of Kodachrome cooperated in 
producing Pantry Meal Magic. Color tests 
were made before the shooting in Hollywood, 
and pilot shots were made of each scene and 
developed at once so that the director, Sobey 
Martin, and the cameraman, Ray Fernstrom, 
could check color fidelity. The food color, con 
sequently, is at least equivalent in fidelity to 
that you see in magazine advertisements, 

Pantry Meal Magic has been well received, 
according to Armour, and the company ex- 
pects it to make many new friends for the 
products used in the picture, 


Firms Reacu 100 Times More Proput 


By the end of the present season, more 
than 5,000,000 people will have seen the 
Armour consumer service pictures, according 
to company records. This figure is probably 
100 times as many as could be reached by per- 
sonal appearances of Marie Gifford and het 
associates in the time they have available. 

All three pictures were produced under the 
personal supervision of Stanley Neal, presi- 
dent of Associated Filmakers. They were 
written and directed by Sobey Martin and 
supervised by the Armour Merchandising De- 
partment, Distribution is by Modern ‘Talking 


Picture Service and Association Films. e 


Movet KircHeNn SCENE in the Armour & Com- 
pany picture “Quicker Than You Think.” 
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Better Technicians for Industry 


McGRAW-HILL TEACHING FILMS SERVE IN TECHNICAL TRAINING 


*® That American industry has a direct inter- 
est in the American educational system has 
long been a recognized fact. ‘The annual tal- 
ent draft conducted by some large corpora- 
tions among the graduates of technical schools 
probably surpasses in dollar investment the 
more highly publicized talent drafts conducted 
by professional football leagues among gradu- 
ating grid stars, 

It will, therefore, be good news to many 
personnel officers that the increasingly wide- 
spread use of films as teaching aids is likely 
to improve the annual crop of potentially val- 
uable men and women turned out by the col- 
leges and universities. 

SEVEN COMPLETE VISUAL Alps UNITS 

The McGraw-Hill Company, for example, 
has available a series of seven films and accom- 
panying slide films, paralleling their college 
text books in Engineering Drawing. Another 
series is available for high school courses in 
Mechanical Drawing. 

Made by Pathescope Productions, each ol 
the two series offers in its initial film an indi- 
vidual adaptation of Pathescope’s “attitude” 
approach, In this case the “attitude” orienta- 
tion offers students an overall view of the 
scope of the course, stresses the importance ol 
blueprints in the life of the nation; i.e. every 
mechanical contrivance, every structure, ev- 
ery conveyance in use today started on the 
drawing board; blueprints speak a universal 
language, permitting the designer and the in- 
ventor to communicate with the construction 
man and the machinist. From this point the 
films proceed to visualize the actual text book 
material—the most graphic proof yet that one 
picture is worth innumerable words. 


DIFFERENT Fitms For EACH LEVEL 

In Orthographic Projection, college students 
are shown the methods of transferring to pa- 
per the different aspects of three-dimensional 
objects. High school students are exposed 
to the same problem on their own level in a 
film called Shape Description. The films then 
take up in sequence such complexities as aux- 
iliary views of slanted surfaces, sectional views 
of interior details, dimensioning, etc, Included 
in each series is a film dealing with shop pro- 
cedures, directly relating theory with shop 
practice, 

Each movie, except the two initial attitude 
films, is followed up by a silent filmstrip which 
propounds review questions and offers addi- 
tional factual material while re-stressing key 
points, 

\lready in use in colleges, universities, tech- 
nical schools and high schools throughout the 
country, the Pathescope-produced McGraw- 
Hill films may soon become standard equip- 
ment in every first class school’s Mechanical 








VISUALIZING THE BLUEPRINT in the McGraw- 
Hill teaching films described on this page. 


Drawing course, and may point the way to 
the wider use of films as teaching aids in other 
technical and scientific subjects. 

These films not only help prepare better 
trained and more adaptable personnel for the 
business world, but also offer a new and pro- 
ductive technique for use in industrial train- 
ing and up-grading programs. ° 








New Goodyear Film “My Country” 
Tells Need for Soil Conservation 


*® The natural beauty of America, brought to 
the screen in the unforgettable color motion 
picture scenes of a new Goodyear Tire & Rub- 
ber Company film My Country, is a fitting 
reminder of our constant need for soil conser- 
vation, 

In this setting, the 20-minute film reminds 
Americans that “The land will not fail us, 
if we do not fail the land.” Shot on location 
in every section of the country from New Eng- 
land to California, My Country has excellent 
dialogue to drive home its vital theme of pro- 
tection and increasing strength for the preser- 
vation of our heritage of the soil. 

Produced by Wilding Picture Productions 
with the cooperation of the Soil Conserva- 
tion Service, U. S. Department of Agriculture, 
My Country is being shown to both urban and 
rural audiences by Goodyear representatives. 

The Company has made a valuable contri- 
bution to this vital subject. As Arch Merri- 
field, Editor of FARM EQuipMeNr RETAILING 
recently wrote: 

“It is regrettable that a film of this kind 
cannot be shown in every country where the 
‘American way of life’ is being questioned. . . 
By inference, rather than direct statement, it 
makes a strong case for our capitalistic farmers 
who, over the years, have invested their money 
in modern power equipment which assures 
relief from farm drudgery, affords more time 
for recreation and self-improvement and thus 
raises their own standard of living... ” ® 
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Standard Tells of “Oil and Men” 


EMPLOYEES AND FAMILIES ATTEND REGIONAL AREA SHOWINGS 


*® EVER SINCE FEBRUARY of this year, 
when the Standard Oil Company of Indiana 
invited Chicago employees and their families 
to attend the first preview of a new March of 
Time motion picture titled Orl and Men, 
many thousands of other workers have treked 
to community auditoriums, high school gyms 
and other meeting places for similar functions, 

The Chicago performances, held on two 
successive evenings to well-packed houses at 
Chicago Civic Opera, were the “models” on 
which other events have been based. The 
film, a truly comprehensive pictorial review 
of Standard Oil facilities, organization and 
people, is the keystone. But just as important 
to the structure are the careful preparation for 
perfect presentation, interesting promotional 
materials used in advance, and the good at 
mosphere of a friendly family party for which 
each of these performances is distinguished. 


EVERY PROGRAM IS VARIED AND INTERESTING 

Other features of these family parties in 
clude a special program of entertainment, 
recognition of employee service and very brief 
talks. In Chicago, the March of Time “voice” 
Westbrook Van Voorhis, appeared in person. 
A. W. Peake, president, and R. F. Baity, gen- 
eral manager of sales of Standard of Indiana 


A PICTORIAL REVIEW OF SELECTED SCENES FROM THIS MARCH OF TIME BUSINESS DOCUMENTARY 
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spoke at the general office program, 

Oil and Men is a “documentary” sound mo- 
tion picture of the company, its relation to its 
environment, how it functions, and the serv- 
ices it renders. Only 30 minutes in length, 
the picture tells the story by presenting rep- 
resentative samples of Standard people and 
their activities—in brief flashes or dramatic 
high spots—out of the whole vast complex of 
the company’s spread and activities. 

A ‘THOROUGH JOB OF SCREEN PRESENTATION 

The care in preparation for the Chicago 
premiere is typical of Standard’s attention to 
detail in these showings. Company experts 
started by giving the 30-foot screen a good 
cleaning and then 15 coats of whiting. This 
processing gave them a brilliant white screen 
reflecting a maximum of light. 

Four special long throw speakers were espe- 
cially built to assure undistorted sound in all 
the far corners of the huge Opera House. The 
major achievement was the redesign of pro- 
jection facilities for the 200-foot throw from a 
high projection booth (seven floors above the 
screen) , 

An enlarged lamp house, oversized carbons 
and 400 ampere fuses were installed. A mini- 
mum of 180 amperes to a maximum of 250 
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‘THOUSANDS OF STANDARD employees and mem 
bers of their families attended “Oil and Men” 
premieres of which this Chicago O pera House 
lobby scene is typical, 


was found necessary to get high quality pic 
tures. Previously other users had projected 
pictures from the Opera House booth with 
only 30 to 40 ampere arcs. This kind of cus 
tom-engineering was a basic factor in making 
the Standard Oil premieres among the most 
enjoyable and satisfying experiences in busi 
ness film history. . 
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are translated from words into pictures— 
bringing ideas into life—telling the same story 
to every person seeing them. 


™ 
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Actual test 


and that personnel trained with 


show that training time can be cut 
ound slidefilm: 
learn more ina given time 


humorous, de 
pending on the treatment of the subject and 


Or artwork can make situation: 


the purpose of the film. 


Sound slidefilms . . 
any language, to tell your story to anybody and 
everybody, anywhere and everywhere. 





. a medium that can speak 
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STOCKHOLDERS 
SALARIES 


Complex facts about a business can be simpli- 
fied so that all may get a true picture of our 
system of free enterprise. 


Within this series of frames of a slidefilm are 
the scenes which make up the persuasive power 
of this modern communications medium. 





EVTING AN EXAMPLE fo 


visual equipment 


audio 
manultacturers in 

taking liberal doses of their own medi 
cine is the Operadio Manufacturing ¢ ompany, 
St. Charles, maker of manual and automatic 
advance sound slidefilm equipment, as well as 
other sound products 


including inter-com 


munications equipment. The company has 


30 


recently released a color sound slidefilm (its 
titled Slidefilm! which it freely dis- 
tributes to show. the advantages of this sight 


second) 


and sound medium. 

Planning and production through to final 
distribution of a sound slidefilm are illus 
irated, including scenes of company’s equip 


ment as examples, and the subject shows how 


this medium can, by skillful indirection, sell 
a product while telling its own production 
story. Midwest Film Studios produced. 

Prints and records are available on free loan 
from the Visual Aids 
Division of the sponsor at St. Charles, Illinois, 
Operadio is also currently offering a new 
36-page Sound Slidefilm Guide, 


to business concerns 
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GOOD APPLIANCE PROMOTION 


Sponsor: Westinghouse Electric Company, 
Appliance Division. Film: Your Ticket 
To Better Buying. Producer: B. K. Blake, 
Inc. 

* Westinghouse has been promoting a cam- 

paign aimed at consumer demands for more 

complete and accurate labeling of merchan- 
dise. Its Tell-All Tag on all appliances has 
been plugged in magazine, newspaper, and 
radio copy consistently during the past year. 

Ted Malone’s Westinghouse radio show 

(ABC) has been particularly active in this 

respect. 

Expanding the campaign into films, a new 
Westinghouse picture features Ted Malone 
and hangs a good selling job on the Tell-All 
Tag idea. The film, Your Ticket to Better 
Buying, is frankly commercial, Although its 
title might indicate an “educational” picture 
on buymanship with a few sly product plugs, 
the film is Westinghouse advertising all 
through. 

However, as representative of all modern 
electric ranges, the new Westinghouse film 
delivers a lot of valuable information which 
should be interesting to women’s groups o1 
home economics classes. 

Opening on Ted Malone talking about the 
Pell-All Tag and what it means, the film 
moves into kitchens, dining rooms, and West- 
inghouse plants to illustrate each section of 
the tag. 

Technical Notes: Your Ticket To Better Buy- 

ing was filmed in Commercial Kodachrome; it 

is 23 minutes in length. Good color rendition 
of sets, the product, food, and a pretty actress 
make for very handsome scenes. 

Distribution: Shotgun style, the new film is 

aimed at retail appliance salesmen, women’s 


adult groups, and home economics classes. 
Consumer showings will probably be handled 
by Modern Talking Picture Service. 
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Producer Raphael Wolff and Kelvinator’s Home 


KELVINATOR SALES TRAINING 


Sponsor: Kelvinator Division, Nash-Kelvinaton 
Corp. Films: Tops From Top to Bottom, 
Talk About a Range, I'll Buy That. Pro- 
ducer: Raphael G. Wolff Studios. 


*% One of the most extensive and well plan 
ned sales training film programs of 1948 is 
the recently completed group of pictures fon 
the Kelvinator Division of the Nash-Kelvina 
tor Corp. 


Designed for the retail salesman of the 
major Kelvinator appliances, the pictures are 
bound to make an impression on him fon 


two reasons, 


First, the theme of the pictures is the im 
portance of the salesman’s part in building 
America, As a tribute to an under-praised 
group of men the films will be received with 
enthusiasm at sales meetings, do a lot to raise 
morale, and certainly generate friendly feel- 
ings toward the company that recognizes the 
importance of the salesman’s role. 

Second, the complete story of Kelvinator 
quality, important features, and unique sales 
points is presented so effectively through the 
films that even the most blase salesman can’t 
forget or overlook them. ‘These are hard- 
hitting sales films; and while over-selling can 
easily be done in consumer-aimed pictures, 
these films don’t do it for they are bread and 
butter aids to the salesman in his work. 


Since many Kelvinator dealers also handle 
other lines of appliances it is important that 
the Kelvinator story be presented in an ar- 
resting way, This the films do, with showman- 
ship, pleasant home settings, and beautiful 
models to set off the Kelvinator line, 

Tops From Top to Bottom is a 34-minute 
color film on the Kelvinator refrigerator 
models. Quality is stressed throughout. Man- 
ufacturing of the refrigerators is shown fully, 



















> Economics expert confer on production detail 


and then each model's sales points are pre 
sented, Reasons for the price difference on 
different models are pointed out, and the 
added convenience features in the higher 
priced line are emphasized as points that may 
Another ver 
sion of this film was made, featuring the 


lead to a “step-up” purchase, 


Leonard line of refrigerators, which are also 
made by Kelvinator, 

Talk About a Range is also 34 minutes 
long, in color, and features the Kelvinator 
electric ranges. Much the same story is shown 
on the ranges as for the refrigerators, from 
manufacturing through to the main sales 
points and convenience features of each of 
the models in the line. 

I'll Buy That is an eight-minute color pic 
ture on the home freezers. ‘The manufactw 
ing and competitive sales story is told more 
briefly here, for this film is to be used in con 
junction with another Kelvinator picture 
which gives the sales approach for home 
freezers generally, still a tough sales nut re 
quiring more consumer education than othe 
home appliances, 

Technical notes: Photography and color are 
excellent and production value high through 
out the films, Factory interior lighting is 
particularly good considering the usual prob 
lems of location lighting. Interior sets were 
staged at the Wolff Studios in Hollywood 
Distribution: Will be handled by the Kelvin 
ator sales force, with every dealer and every 
dealer’s salesman handling the line slated to 
see the films. 


HOME ECONOMICS SLIDEFILM 


Sponsor: Poultry and Egg National Board. 
Slidefilm: How to Cook Turkey. Producer: 
Francisco Films. 

* This colo filmstrip is the second in a series 

of home economics slidefilms which are being 


(CONTINUED ON THE FOLLOWING PAGE) 
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HOME ECONOMICS SLIDEFILM 


(CONTINUED FROM THE PRECEDING PAGE) 
distributed by the Society for Visual Educa 


tion. The first, How to Cook Eggs, was wel 
comed with open arms by teachers who have 
long felt the need for such instructional ma 
terials. 

How to Cook Turkey shows the st p by step 
preparation of turkey dressing, trussing ol the 
legs and wings for cooking, and the roasting 
itself, The picture emphasizes that suc h points 
as the use of a shallow open pan, a preheated 
oven, and low temperatures must be followed 
to yield a golden brown turkey. ‘The scenes 
show how to make gravy, the proper method 
of carving the turkey, and methods of cooking 
half-turkeys and cuts. The luscious birds pic 
tured in the slidefilm make the viewer fairly 
drool. 

Phis filmstrip can be run as one continuity 
or it may be sectionalized so that students can 
see one part and then do the cooking them 
selves right after the showing, 

Francisco Films made a survey of mid-west- 
ern schools to determine how the teachers 
would use such a slidefilm in their curricula. 
It was discovered that each home economics 
filmstrip of this type was shown an average ol 
six times a year in each school, 

From the information gathered, Francisco 
Films prepared a teacher's manual which pro 
vides information on how to set up the pro 
jector, instructions for use of the film, plus 
the script that accompanies the picture story. 

Biggest problem in scripting was the ne 
cessity of resolving many differences of opin- 
ion as to the proper methods of roasting and 
carving. ‘These details were satisfactorily 
ironed out, however, and the resultant slide 
film is straightforward enough for any stu- 
dent to understand. 

Technical Notes: Slidefilm in color; 50 frames; 
or 


25 minutes narrative time. 


—_— 
BeLow: A scene from the color and sound 
slidefilm on “How to Cook a Turkey.” 


ICE INDUSTRY’S FILM STORY 


Sponsor: National Association of Ice Indus- 
tries. Film: Naturally Yours, Producer: 
Sound Masters, Inc. 

* Ice is not, as many a city dweller might be- 

lieve, a relic of the past pushed into oblivion 

by the advent of mechanical refrigeration, Ac- 
cording to the National Association of Ice 

Industries, ice is in greater demand today than 

at any time in the past. Last year, for instance, 

ice manufacturers produced over 50 million 
tons of ice as compared to only 30 million tons 

in 1940. 

Ihe reason for this great ice demand is 
shown in a new film, Naturally Yours. It tells 
how efhcient transportation and scientific ice 
refrigeration combine to complete a cycle of 
ice protection for perishables from harvest 
areas to city tables. It illustrates why in Amer- 
ica at all seasons of the year, in all parts of the 
nation, there is an abundance of fresh foods 
in variety not known anywhere else in the 
wol Id. 

Ice is a big industry. It provides a livelihood 
lor 840,000 people. It supplies ice for 11,500,- 
000 homes, 185,000 cafes and taverns, 55,000 
drug stores, 9,000 florist shops, 24,500 hotels, 
6,500 hospitals, 384,000 food shops, 8,000 fish 
markets, 140,000 railroad refrigerator cars, 
plus thousands of industrial processing plants 
and ice refrigerated trucks. 

The main point of Naturally Yours seems 
to be that the four to ten days between field 
and table is the most critical period in the 
life of harvested produce. The research lab- 
oratories of 16 universities have recently 
proved that cold and moisture are necessar\ 
to prevent loss of flavor and vitamin content, 
and that ice (not just cold air) can provide 
these ideal conditions best. 

Technical Notes: Naturally Yours is a Koda- 

chrome film, 19 minutes in running time. 

Distribution: Available without charge from 

local ice companies or from the National As- 

sociation of Ice Industries, 1706 L Street, N. 

W., Washington, D. C, This should be an in- 

teresting and informative picture for home 

economics and economics classes, or for wom- 
en's adult groups. 


RALPH BeLtamMy (right) as narrator reviews 
lines with Fred Rudge (see below). 


General Electric’s Anti-Inflation 
Slidefilm Produced in Record Time 


@ The world’s speed record fon production 
of a sound slidefilm in color is claimed for 
a recent rush job for the General Electric 
Company, Seventy-eight frames long, the pro- 
duction was completed and photographed in 
60 hours; a black-and-white film was processed 
and ready for screening 14 hours later, and 
the color film delivered to the client the 
following day. 

The idea for the film as a dramatic visual 
tool in General Electric's anti-inflation pro- 
gram was suggested on a Saturday morning. 
Fred Rudge, Inc., New York advertising agency 
working with G.E. on the campaign, called in 
Victor Kayfetz, specialist in 16mm motion 
picture production. The first story conference 
was held at | o'clock Sunday afternoon, 

From then on everyone worked in around- 
the-clock relays. The task force recruited for 
the job completed the unprocessed Koda- 
chrome master film 60 hours after the first 
rough lay-outs were sketched. Eastman Kodak 
Company processed a black-and-white film, 
while Ralph Bellamy, well-known actor, tran- 
scribed the narration. The completed package 
was ready for screening three days and two 
hours after the project was launched. 

The film, Everybody Can Help Conquer In- 
flation, is designed to be shown within the 
G.E. organization, and later to the public. 
Eighty-five prints are now in distribution, 


WESTINGHOUSE EQUIPS SALESMEN WITH PRODUCT DEMONSTRATION FILMS 


Sponsor: Westinghouse Electric Company. 
Film: Westinghouse Product Series (Nine 


films). Producer: B. K. Blake, Inc. 


* Westinghouse recently purchased small, 
portable, automatic projectors for use with 
product demonstration films by the company’s 
salesmen. 

rhe continuing series comprise to date mo- 
tion pictures on such products as: electric mo- 
tors, circuit breakers, radio frequency heating, 
Micarta plastic, AC welding equipment, speed 
heating apparatus, stokers, and commutators 
for DC machines. 

For products and processes hard to demon- 
strate or display, the automatic projector is 
probably the finest sales help ever devised. 
Light in weight, not bulky, able to operate 


in less than a minute, the automatic can trans- 
port a prospect to any part of the world from 
his own office and show him what the sales- 
man’s wares look like, how they operate, and 
what they can accomplish. 

Although the system is not new (Johns 
Manville, Lucky Strike, and General Tires, 
among others, have used portable automatics 
successfully), the new Westinghouse series is 
the most complete program yet constructed to 
capitalize on this potent sales help. 

Technical Notes: All films are nine minutes 
in running time; some are in Kodachrome and 
some in black and white. 

Distribution: As sales or service demonstra- 
tions by Westinghouse salesmen to industrial 
plant managements or jobbers, 


BUSINESS SCREEN MAGAZINE 








DUSTRIAL TOOL 


STRIAL FILM S 


HOWINGS 


ats 


: Sa | 
a iS 


9 


the lowest level of sales resistance 
and remember longer. 

As a leading manufacturer of 16MM sound projectors, Ampro 
has helped many top industrial firms to make the most effec- 
tive use of 16MM sound movies. To further a better under- 
standing of the tremendous possibilities of sound motion pic- 
tures in modern industry, Ampro presents this outline showing 
the many uses of this training, selling, and educational tool. 
We suggest that you keep it in your file for handy reference. 


they learn faster 


In recent years, there has been an amazing increase in firms 
using 16MM sound motion pictures. From training new work- 
ers and improving employee morale to sales stimulation and 
consumer education 16MM sound movies are aiding 
big corporations and small local firms with equal effective- 
ness. Research has shown that audiences viewing a sound 
motion picture are at their highest point of receptivity and at 


SOME OF THE MANY USES OF THE 16MM SOUND FILMS IN INDUSTRY 


Sound films enable top management to talk ‘'‘per- 
sonally’’ to each new employee . . . to show him 
the physical make-up of the organization, its prod- 
ucts, policies, benefits . . . tell what is expected of 
him and what he can expect from the company. He'll 
feel that he is no longer a stranger but a member 
of a congenial, progressive group and will become 
an enthusiastic company booster. 


Sound training films can reveal all the intricacies of 
shop machines to employees ... the right and 
wrong methods . . . before they have an accident 
or spoil costly material. A ‘‘green’’ hand can get a 
“*close-up"’ of the sure positive motions of the pro- 
fessional . . . eliminating trial and error methods, 
cutting down learning time. 


se6 


The Good Will of the public is an asset not to be 
under-estimated. To teach the public to think well of 
your orgonization, your products, your services or 
your policies, is well within the scope of a good film. 
Public Relations films con effectively guide public 
opinion in the home, school, country, state and nation. 


Employees take greater pride in their work . . 
forward to the future with more confidence 
when shown films dealing with the company history, 
growth, achievements, and benefits. They respond 
wormly to movies . . . appreciate films on safety, 
employee activities . . . picnics, outings, sports, club 
affairs. Disbursements of the company funds, earn- 
ings, profits, taxes, and the rest, also can be drama- 
tized on the screen for the enlightenment of em- 
ployees and stockholders. 


. look 


Salesmen are often the hardest people in the world 
to arovse ... they are complacent at sales meet- 
ings, because they believe they ‘‘know all the 
answers."' But just show a sound movie during the 
meeting and watch interest perk up! New selling 
techniques are eagerly analyzed . . . motion pictures 
dramatize new products, new product application, 
changing consumer demands and selling trends. 


Your own custom-made selling films tell a pre-studied, 
uniform sales story. They do a powerful job of sell- 
ing merchandise or services. Movies are the most 
consistently desirable medium ever presented to the 
public. Your story, well told on film will find ready, 
profitable and economical circulation. 


Better than any lecture or printed bulletin, sound 
films can depict the enormous loss of time and effort 
caused by waste motion. Actual shop situations may 
show both the wasteful, tiring method and the quick, 
efficient operation. Such films result in savings of 
many man-hours . . . and help create gains in pro- 
duction quotas which are revealed in the balance 
sheets of any business. 


Present methods of introducing new products at costly 
sales meetings and conventions do not always bring 
desired results . .. selling points do not ‘‘get 
across."' Sound films introduce new products more 
effectively and economically, animated cutaway views 
reveal telling features invisible to the human eye 

. slow motion allows study of swift movements 

. close-ups show pertinent features. Your sales- 
men can also stage better dealer meetings in the field. 


in! 
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READY-MADE FILMS 


There are thousands of 16MM sound films 
available for free loan, rent or sale, cover- 
ing a wide range of industrial subjects . . . 
Training .. . Sales . . . Personnel Relations 
. .. Machine Shop Work . . . Metal Fabrica- 
tion . . . Use of the Slide Rule, etc. Ampro 
will be glad to supply you with a list of 
ready-made film sources. 


16MM SOUND FILMS FOR 


CUSTOM-MADE FILMS 


Sound films made to tell your own individ- 
vol story are the ideal method of using 
visual aids. Considering that the initial ex- 
pense is spread over a long period of time 

. that much time and material may be 
saved by both employees and instructors . . . 
ond that added sales may be gained 
through the enthusiastic response of sales- 
men, dealers, and consumers . . . custom- 
made films are well worth their cost. Ampro 
will gladly furnish the names of industrial 
film producers. 


INDUSTRY 


AMPRO'S INDUSTRIAL DEPARTMENT 


Staffed by men with wide experience in the 
use and selection of industrial films . . . the 
Ampro Industrial Department is available 
for your use at all times. It will be glad 
to assist you in planning your new program 

. Or improving your present one. It will 
discuss the proper use of different types of 
film, markets to be covered, distribution and 
costs. Write to Ampro for the name of your 
nearest Ampro Dealer who will be glad to 
assist your company in the development of a 
really effective Visual Program. 


THE INDUSTRIAL FILM LIBRARY 


If you have a number of company owned 
films in use, it's wise to appoint a film cus- 
todian to condition, repair and splice film. 
Keep the films stored in vertical film racks. 
A simple checkout system can record the 
location of each film, projector, and screen 
as well as record the number of showings, 
audience reached, and cost per person. 


AMPRO CORPORATION - industrial Sales Department - 2835 N. WESTERN AVE. + CHICAGO 18, ILL. 


A GENERAL PRECISION EQUIPMENT CORPORATION SUBSIDIARY 


"\ AMPRO 











ee 


) Se 
q ° 48 
d | 











a 
= 





yy Se “Yip Wp prongs mugs ovifuups 


fo hia: oprrgy oyf 








SOUND PICTURES ARE REPRODUCE 


The 16mm sound film, which is now ready for projection, is placed upon 
the feed spindle @) of the motion picture projector. The film passes from 
the reel to the feed sprocket which pulls the film from the feed reel. 
From the feed sprocket the film passes to the film gate which holds the 
film while the picture is being projected. The motion of the film through the 
gate is intermittent, the film pausing momentarily each time a frame is 
directly in front of the aperture. In order to project an image of the frame, 
the projection lamp €) is used as a light source. Light from the projection 
lamp is collected by an optical system which consists of a reflector and 
condensing lenses The light which has been collected by the optical 
system is interrupted by the rotating shutter while the film is in motion. 
When the film is momentarily stationary in the film gate, light passes 
through the aperture @ and the picture on the film which has been illu- 
minated by this light 1s focused on the screen by the projection lens 


After a frame of film has been projected upon the screen, the claw of the 
intermitrent unit @F engages the perforations in the film and advances the 
film one frame. In this manner each individual picture appearing upon the 
film is projected onto the screen. The entire process is repeated 24 times 
a second. 


Since the film moves intermittently through the film gate, loops are 
provided as a cushion between the sprockets which are moving at a constant 
velocity and the film gate where the film is moving intermittently. 


For proper synchronization of picture and sound the sound image which 
accompanies a given frame of a picture is printed 26 frames ahead of that 
frame. This is the mechanical distance the sound head is set from the picture 
aperture. In order to provide constant film motion at a point where the 
sound is picked up from the film, the film passes between the pressure 
roller ® and tension roller €¥) and a curved guide (which eliminates 
any tendency of the film to move laterally), and around the sound drum 

The sound drum is attached to a flywheel to provide constant 
film motion at this point. After leaving the sound drum the film passes 
over another curved guide (2) and around the take-up sprocket €F) It 
then passes over an idler roller and under the film tension equalizer 
roller © and onto the take-up reel The purpose of the film tension 


D BY AN AMPRO SOUND PROJECTO! 


equalizer roller is to cushion the film from accidental increases in film ten- 
sion which might damage film perforations. 


As the film passes over the sound drum (€£) the sound track is illuminated 
by a narrow beam of light which is focused upon the film by the sound 
optical system The source of this light is an incandescent lamp €© 
which is known as an exciter lamp. Either the transparent area of the sound 
track on the film varies in width, or the density of the sound track varies. 
Such variations control the amount of light passing through the film and 
falling upon the photocell Variations in the light falling upon the 
photocell produce minute changes in the electrical energy produced by 
the photocell. These minute changes in electrical energy then pass into the 
amplifier where they are multiplied many times and are then supplied 
to the loud speaker through the speaker cable. The variations in electrical 
energy supplied to the loud speaker produce variations in the mechanical 
movement of the speaker cone which in turn vibrates the air. This generates 
sound waves with corresponding variations of pitch and intensity. Note 
that the loud speaker changes variations of electrical energy into variations 
of audible sound and thus reproduces the sound of the original scene. 

To control the volume of the reproduced sound, the volume control 26) 
controls the brightness of the exciter lamp €£) This variation of brightness 
affects the current from the photo electric cell and thus the final sound 
intensity. The tone control €2g is used to adjust the response of the 
amplifier to compensate for variations in acoustical conditions, so that the 
audience will hear an exact replica of the original performance. 

It is often desirable to make announcements or to provide music prior 
to, during, or after the presentation of the picture, consequently, means are 
provided in the amplifier for connecting a microphone or phonograph. 
Such a device is controlled by means of a volume control €) 

The lamp switch ©.) and the starting switch & serve to control the 
projection lamp and the driving motor of the unit. Among other refinements 
incorporated in the design of this projector is the accurate motor governor 
control €) which, within the range of voltage normally encountered, 
insures that the projector runs at the exact sound speed required so that 
the sound is reproduced with true fidelity and without distortion. 


The above describes in deteil the movement of the film through the Ampro Projector. While it may appear complicated, Ampro’s actual threading and operation is extremely simple. 





WHY AMPRO MEANS “PROFESSIONAL QUALITY” IN 16MM SOUND PROJECTION 
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AMPROSLIDE 30-D 
PROJECTOR 


A truly modern design 
slide ond strip-film pro- 
jector with exclusive fea- 
tures that assure quick, 
simplified operation — 
and long satisfactory 
service. 








Designed for use in large 
cafeterios, auditoriums, 
industrial theaters, and 
for outdoor showings 
where large pictures and 
high sound levels ore 
required. 


embodying full Ampro quality 


USE 16MM SOUND 
MOTION PICTURES TO 
HELP YOUR BUSINESS 


Tests prove people understand quicker, 
understand more and remember longer 
when they see and hear it on the screen. 
That's why alert business men use 16MM 
sound films to sell, to develop skills, en- 
courage company loyalty, and to demon- 
strate products dramatically. 


Today, thousands of Ampro sound pro- 
jectors are delivering consistently excel- 
lent performances for leading industrial 
concerns all over the world. These pro- 
jectors embody many special Ampro fea- 
tures that assure efficient operation. But 
that's only part of the story. Into each 
Ampro projector is built 20 years of ex- 
perience that means extra quality, longer 
service and better performance! 


The Ampro “Century 5” 


This Ampro sound projector has been 
especially designed for industrial use— 
for training or demonstrating to groups of 
100 or less. It is a compact, one-case unit, 
so built that either half of the case can be 
used to raise the light beam over the 
heads of the audience and to permit the 
use of larger reels. It is an exceptionally 
quiet-running projector. Ampro quality is 
maintained in every detail, but all fea- 
tures not needed for its special purpose 
have been eliminated. That means real 
economy—and a price within the range 
of every budget. Before deciding on a 
16MM sound projector—be sure to see a 
demonstration of the Ampro “‘Century 5." 


SEND FOR FREE CIRCULAR 


On Amprosound Century 5 
projector giving full specifica- 
tions ond prices. If you are 
interested in sound motion 
pictures send 10c for 16-page 
booklet “The Amazing Story 
of 16MM Sound Motion Pic- 
tures." It dramatically illus- 
trates the recording and pro- 
ducing of sound on film. 


C1! enclose 10c for a copy of the illustrated booklet, 


“The Amazing Story of 16mm Sound Motion Pictures.” 

| am also interested in 

CO Ampro Slide Cl Ampro 16MM 
30-D Projector Arc Projector 
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ALUMINUM VISUALIZATION 
Sponsor: Revere Copper and Brass Incorpo- 
rated. Film: Aluminum, Tubes and Extruded 
Shapes. Producer: Loucks & Norling Studios. 
* This is an informational picture on the 
fabrication and uses of aluminum tubes, ex- 
truded shapes and forgings. Revere, which 
produces no raw aluminum, castings or plate, 
is a foremost fabricator of aluminum parts 
for a great variety of products. 

The new aluminum picture takes its place 
with other and similar Revere product films 
(see Business SckeEN, March 1947). It de- 
scribes the processes of extruding shapes from 
virgin solid aluminum billets into tube 
blooms, finished tubes and Shapes in the 
Revere plants. Other sequences show end 
products in use in electrical appliances, air- 
planes and buildings. 

Technical Notes: 18 minutes in running time: 
Kodachrome. 

Distribution: By Revere to engineering so- 
cieties, schools, architects, and manufacturing 
groups. 


AM. TYPE FOUNDERS’ FILM 





Sponsor: American Type Founders Sales Cor- 
poration. Film: Type Speaks. Producer: 
Loucks & Norling Studios, 

* This is the story of foundry type; how it 
is made, and how it is used. Type Speaks is 
an objective, non-commercial picture which 
traces the history of movable type from Gu- 
tenberg to the present day, contrasting ancient 
and modern methods and usages. 

The film can well afford to be non-commer- 
cial in the trademark or brand name sense, 
for American Type Founders produces about 
85% of the foundry type in use in this coun- 
try today, Foundry type, as distinct from lino- 
type, monotype and typegraph, is used most 
widely for advertisements and for high class 
book and job printing. Beyond title credits, 
no mention is made of the sponsor. 

Type Speaks shows examples of early hand 

written and wood block printed books, the 
first books printed on movable type, and the 
progressions in type character from early imi- 
tations of hand written manuscript to print- 
ing type with a character of its own, Other 
scenes show modern work of the foremost 
designers and depict the steps in its produc- 
tion. 
Technical Notes: Type Speaks was filmed in 
commercial Kodachrome; it is 25 minutes in 
running time. It contains excellent high mag- 
nification and animated photography of the 
processes of type manufacture, 

Ben Grauer, who narrates the film, is him- 
self a typophile. His collection of printing, 
from old Gutenberg pages to modern exam- 
ples of fine graphic art, is one of the best 
privately owned collections in the country. 
Distribution: Type Speaks was introduced to 
a first preview audience of printing notables 
last month at Elizabeth, New Jersey, home 
office of the corporation, The film will be 
distributed by American Type Founders. 






NUMBER 3 * VOLUME 9 © 1948 





ONE EVERY THREE MINUTES 
Sponsor: American Cancer Society. Fiim: You, 
Time, and Cancer (tentative title). Pro- 
ducer: Byron Motion Pictures. 
*® The American Cancer Society began use of 
this 16mm sound, color, motion picture in 
their national fund raising campaign in April, 
Main theme of the film is encouragement of 
the public to seek medical aid and treatment. 
Using low key lighting with forceful eflec- 
tiveness, the film tells a dramatic, moving 
story. It approaches its subject from the aver- 
age person's point of view. The scenes open 
with a shot of a grandfather's clock ticking 
away the seconds. The sound track cuts in the 
voice of a man who is worried because he has 
indigestion all the time. He says to himself 
that he’d better see a doctor, but he’s afraid, 
afraid to face the facts. The film packs a pow- 
erful punch at this point in its portrayal of 
the reactions and fears that might well be ex- 
perienced by any individual who discovers he 
has cancer. 


DRAMATIC SEQUENCE LENDS SUSPENSI 


Finally the man goes for an examination by 
a specialist. He returns home to await the doc- 
tor’s verdict. In some of the best shots of the 
picture, he waits by the telephone in an agony 
of wondering—“What will the specialist find? 
Why doesn’t he call?” In true dramatic style, 
the suspense reaches a crescendo with a shot 
that pans down on the ticking of a watch by 
the telephone. The phone finally rings the 
denouement—an operation is recommended. 

“I knew what it was for—I had to face it,” 
says the cancer victim. He tells his wife, Fran, 
and tells his friends. Everybody is swell but 
they all ask questions, questions the man can’t 
answer. When he decides he'd better get the 
facts, the film moves naturally into the story 
of cancer the killer, the killer that is no re- 
specter of class, sex, or age, Unless we act one 
out of every eight will die of cancer—yes, one 
every three minutes! 


FiLM PRESENTS SEVEN DANGER SIGNS 


With overprinted titles for emphasis, the 
motion picture then explains the seven dange1 
signs of cancer. It accentuates the fact that 
cancer can be cured if caught in time—cured 
by use of radium or x-ray. Surgery is the only 
answer for cases that go too far, 

“It won't be long now—it's surgery for me,” 
thinks the man in the picture, And through 
the camera eye, the viewer goes along with 
him on the table that takes him through the 
hospital corridors and into the operating 
room. With the pulsations of the oxygen mask 
in the background, the important facts about 
cancer are reiterated via the thoughts of the 
person going under anesthesia—“Time, ‘Time, 
Catch It in Time!” The film ends as the sur- 
geon sighs, “He has a good chance, but why 
do they wait so long?” 

You, Time, and Cancer was produced in its 
entirety by Byron after a four-hour confer- 
ence withthe client. It was produced in two 
months completely from story board, Excel- 
lent direction and use of the new commercial 












Kodachrome make a film with forceful im- 
pact. 

Phe American Cancer Society and guests re 
ceived the picture enthusiastically at its pre- 
miere in the Mayflower hotel in Washington, 
D. C. The society anticipates that 2,000 prints 


will be made on this subject. 


Technical Notes: You, Time, and Cancer ts 
the name being used for the film for publicity 
purposes, but it is a tentative title. The 16mm, 
800 feet film runs for 17 minutes. It was pro 
duced in Kodachrome. 

Distribution: Prints are available for group 
showings and can be secured from the Amer- 
ican Cancer Society's national or local offices. 
Letters pouring into the society indicate that 
the picture is meeting with tremendous re- 
sponse. Requests for prints at the present time 
still exceed the supply. 


“First Steps” Wins Academy Oscar; 
Produced by Business Film Company 


* First Steps, a motion picture produced for 
the United Nations by Freperic House, INc. 
recently was awarded the 1947 “Oscar” toi 
documentary shorts by the Academy of Mo 
tion Picture Arts and Sciences. This is the 
first academy award achieved by a producer 
specializing in industrial and business films. 

Several other firsts distinguish First Steps. 
It was the first picture made for the U.N, by 
an independent producer in this country. It 
was Frederic House's first try in the documen- 
tary field—their forte had been production of 
training programs for business. It is also the 
beginning film of a series to be used by the 
government of India in its new public welfare 
program. It’s the first picture of its kind to 
integrate the psychosomatic approach to the 
physical aspects of a crippled child's retrain- 
ing. 

First Steps is the story of a crippled child, 
who, under expert care, finally walks. Photo- 
graphed at a summer camp for children crip- 
pled by cerebral palsy and polio, the film 
stresses the importance of emotional factors 
in successful treatment. It presents the latest 
developments in simple physiotherapy, occu 
pational therapy, and planned recreation, 

The picture was originally produced by the 
U.N. specifically for use in the Indian health 
program, Later, its general appeal prompted 
releases with commentary in nine different 
languages. Theatrical distribution in the 
United States is now being arranged. 

For Frederic House, Inc., under Robert F. 
Davis, president, supervising producer was 
Karl W. Hinkle. Leo Seltzer was director. 
The script was written by Al Wasserman 
(who also wrote The Flow of Electricity, a 
prize winner at the Chicago Film Festival). 
Advisers for the United Nations, under Jean 
Benoit-Levy, were Hans Burger and William 
Wells. 
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The RETAIL 
VISUALIZER 


A Portfolio of Useful Ideas, Field Reports, and Film Reviews 
for Retail Training, Store Display and Merchandising Managers 
In This Issue: How Eastern Stores Use Modern Visual Techniques 








A Visual Survey of New York Retailers 


BUSINESS SCREEN STAFF REPORT OF VISUAL TRAINING AND SELLING METHODS 


EVEN LARGE department 
stores were interviewed last 
month by Business SCREEN 

in New York. General attitudes 
towards visual training methods 
were remarkably the same, from 
low priced stores on I4th Street 
to swank establishments on Fifth 
Avenue in the fifties. All stores 
interviewed recognized the value 
of visual materials and most of 
them plan to integrate more films 
into initial training periods and 
occasional fresheners as well. 


Few stores, however, recognized 
the potentialities of direct con- 
sumer merchandising with film 
either in the store or out, in audi- 
torium showings or at point of 
sale. Some, who recognized the 
merchandising value of films in 
general, did not find them useful 
for big store use, There were sev 
eral reasons for this: 


1. New York stores are crowd 
ed, and point of sale films are lia 
ble to cause internal traffic prob 
lems. 

2. Despite recent indications 
of lowered unit sales (high dollar 
volume notwithstanding) few 
stores have attempted any new 


merchandising methods in the 


past 7 or 8 years—there are just 
too many customers still clamor 
ing to spend money and too many 
million-dollar days to cause very 


much worry about anything else 


but getting merchandise and al 
lowing customers to take it away 
for a fee. 


3. The advertising-public _re- 


lations-sales promotion 


ments of all big stores are pre 


34 ’ 


depart- 


dominantly newspaper minded. 
The cost of film promotion (if 
considered at all) is weighed 
against sO many pages of news- 
paper advertising and its result- 
ing free editorial publicity and 
found wanting without trial, 

Representative of the big stores’ 
methods of visual training is this 
training director’s comments: “We 
make as much use as possible of 
visual aids in our training pro- 
cedures. New employees are first 
shown our own indoctrination 
film which describes the store, its 
position in the community, and 
how it operates, Other valuable 
films used during the original 
training period are the National 
Cash Register series, By Jupiter, 
More Power To You, and two 
telephone company pictures, For 
‘junior’ employees we like the 
Richard Hudnut Fit and Fan 
which emphasizes the importance 
of good grooming. 

“In our experience movies are 
more valuable for inspirational 
use, slidefilms for actually describ- 
ing certain «processes and_tech- 
niques. Silent stripfilms are also 


Two scenes below are from “By Jupiter” a good general courtesy film. 





excellent for they allow the in- 
structor time to explain certain 
subjects more fully or answer 
questions. 

“We use the opaque projectors 
—Vu-Graph or VisualCast—in al- 
most every class, completely re- 
placing the blackboard, 

“The procedure for using films 
supplied by manufacturers usual- 
ly originates with the buyer in 
each department. If he thinks the 
film is worthwhile for his pur- 
poses we include it in our train- 
ing schedule, or arrange for after- 
or before-hour showings in the 
department. 

“The best picture we've seen 
supplied by a manufacturer has 
been Here Comes The Bride put 
out by Kenwood Mills, the blan- 
ket people. We use it for several 
other purposes besides blanket 
sales training. Wamsutta has a 
very good slidefilm. We use Du- 
Pont’s Harnessing the Rainbow 
quite frequently. General Electric 
slidefilms are excellent, 

“The main complaint we have 
about product films is that they 
‘talk down’ to our audiences. 


BUSINESS SCREEN MAGAZINE 


London Specialties Shows How 
to Sell Dollar Item With Films 


* Proof of the bang-up retail selling job 
audio-visual devices are doing is available in 
new evidence from department stores. London 
Specialties Co. is grossing as high as $2,200 a 
week from sale of their one dollar buttonhole 
sewing machine attachment as the result of 
showing a six and one-half minute color film 
on continuous motion picture units. The pro- 
jector-cabinets are placed in the notions de- 
partments of the stores. 


| (CONTINUED ON PAGE 


After an intensive nation-wide advertising 
campaign in leading magazines and news- 
papers and via 100 radio stations, London Spe- 
cialties set up Sono-Vision units to handle the 


rHIRT Y-SIX) 


You can’t expect a salesman of 
several years experience to react 
favorably to material which seems 
to be written exclusively for a 
junior sales girl. It would be far 
better to overestimate the store 
personnel’s intelligence than to 
underestimate it, If this one fault 
is serious enough when we pre- 
view a picture we just won't use 
it. 

“Another thing we don’t like 
are pictures—sometimes good ones, 
too—which are too long. Our time 
is valuable, and pictures that run 
on and on after the point has been 
made are wasting our time and 
expense.” 

Another big store’s training di- 
rector had this to say: “Films play 
an important part in our train- 
ing procedures, but not nearly 
as much as they would if we could 
get more of them. 

“Our main problem is to find 
pictures which are satisfactory. 
Actually a great percentage of 
those we review are so completely 
bad we have to reject them. 

“Right now we are engaged in 
revising our whole training set-up 
and we'd like to use more visual 
aids, We've prepared treatments 
on subjects we'd like to have pro- 
duced, but at $25,000 to $40,000 
per film the cost is just not feasi- 
ble for one store to undertake. 

“Perhaps the solution may lie 
in more intensified training ac- 
tivity by the various associations-— 
N.R.D.G.A. or buyer's associa- 
tions, or manufacturer's trade as- 
sociations. It would certainly be 
better to have one good film on 
selling a type of product than a 
dozen bad films by each manufac- 
turer. 

“Here, we use quite a few films. 
By Jupiter is very good, though 
(CONTINUED ON PAGE $8) 
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Send for 
“A Few Facts Y 
About Audio” § 


AUDIO PRODUCTIONS, INC. 


PRODUCERS OF MOTION PICTURES 
630 NINTH AVENUE + FILM CENTER BUILDING + NEW YORK, N.Y. 
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SLIDEFILMS 


MOTION PICTURES 
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requirements 


BOWMAN FILMS 
INCORPORATED 


LIGHTWEIGHT Alv- 
minum construction 
keeps the weight of 
this sturdy Floor Stand 
down to 18pounds. 


Ath Your 
Supplier Jor 






or write_direct to Dept. BS5 


The RETAIL VISUALIZER 





The NEW DA-LITE 


MODEL C FLOOR STAND 
HOLDS DA-LITE SCREENS 8 FEET TO 12 FEET WIDE 


Here at last is a safer and easier way to make large screens 
portable! With this compact, light-weight (18 lbs.), quickly 


(CONTINUED FROM PAGE THIRTY-FOUR) 
actual demonstration sales job in the stores. 
By using Sono-Vision at the point of sale, they 
were able to eliminate the expense of training 
men to demonstrate their product. 

London Specialties let the film do the 
demonstration and provide the full sales pres- 
entation, They found that no demonstrator 
could provide a continuous performance ol 
the same high quality as could be accom- 
plished with films, 

Lewis D. Smith, president of London Spe- 
cialties, is very enthusiastic about the sales 
value of films on Sono-Vision. He says that 
more customers get a clear, sharp picture of 
each detail of*his product's operation through 
use of the film medium. Then, too, showings 
are continuous; the machine doesn't go out 
for lunch or coffee; it can’t talk back to the 
customer or vice versa. Clerks are present at 
all times to get the business on the dolla 
item, however. 

Ihe film used by London Specialties, New 
Easy Way Makes Buttonholes, was produced 
and directed by Jack Lieb of Chicago's Kling 
Studios, The camera records with remarkable 
clarity the action of the sewing machine needle 
in stitching buttonholes, sewing on zippers, 
and darning socks, 

Smith's sales pitch was so successful that 
Kling Studios wove much of their script 
around it (Sample: “It’s a darn good way to 


Longest piece is only 5 feet. 


STORES COMPACTLY into its carton. 


Production scene during the filming of the 
London Specialties’ program described here. 


do the darning.”). They also found that the 
six and one-half minute show with a minimum 
of tithes and background elicited more sales 
than a longer film—it provided a quick knock- 
out sales punch, 

London Specialties sales have been so good 
that Smith has just ordered his 90th print of 
the buttonhole film. And Kling Studios is 
shooting two more color films for him, one 
on hemstitching and another on embroidering. 

Sono-Vision cabinets showing the button- 
hole film are being used in Gimbel’s New 
York, Philadelphia, and Milwaukee stores, 
Jordan Marsh in Boston, J, Bacon & Son in 
Louisville, the New Boston Store in Chicago, 
Shillitos in Cincinnati, Harvey's in Nashville, 
Stix Baer and Fuller in St. Louis, Yonkers in 
Des Moines, John A. Brown in Oklahoma 
City, and Duncan in Tulsa. ° 





NO MORE dangerous 
lifting of large screens 
onto tripods! 


assembled floor stand a teacher or student can raise even a 
9’ x 12’ screen to operating height with one hand. The Model C 
Floor Stand accomodates all Da-Lite Model C rectangular 
screens from 6’ x 8’ to 9’ x 12’ inclusive and all sizes up to and 
including 10’ x 10’. There is no straining to push a heavy screen 
above the head; there is no lifting above the waist! Costs less 
than heavy tripods. The floor stand may be purchased separ- 
ately or in combination with Da-Lite.Model C Screens. 





DA-LITE SCREEN COMPANY, INC. ~ 


DA-LITE’S NEW MODEL C CIRCULAR 2711 N. PULASKI ROAD + CHICAGO 339, ILL 


the Fl Stand and Da-Lite +1 C Screens . 
on the Floor Stand and Da-Lite Model creens, World’s Largest Selling Screens Since 1909 


BUSINESS SCREEN MAGAZINE 





ee ee 


oanceeesenctll amen: 





We'd like to show you how the 


aESELER WU=GRAPH 


OVERHEAD PROJECTOR 


ience 
enables you to face your audie 


while you project material 

























SEND COUPON BELOW FOR A 


free demonstration 


Look at these VU-GRAPH advantages: 


® You need never turn your back on your audience. 

© Will project any transparency. Will project opaque 
material in silhouette. 

® Takes copy up to 7” x 7”. 

® Delivers a sharp image over entire area. 


® Projection can be clearly seen in normally lighted 
room. 


® Plastic and special pencil makes it possible to make 
sketches, diagrams, present problems and project them 
simultaneously. Work can be removed and plastic used 
over again. 


© Vu-Graph film, used in similar way to plastic, projects 
white lines instead of black. 


® Easy to operate. 


® 500 watts. AC-DC motor-driven fan, equipped with 
rheostat for increasing and decreasing speed. 


Send Coupon Today for Free 


Examination of Beseler VU-GRAPH 


ee OL WA UU RL ee eee 
CHARLES BESELER co., Dept. F 


60 Badger Avenue, Newark 8, @ 
CJ | would like to have a free demonstration of the 8 
Beseler VU-GRAPH. Most convenient time.................... 


[) | am also interested in Opaque Projectors. Please 
send me literature. § 


t REE ES ee eee ee ee eee eRe % 
i a Beoselee Company Position........ Raservtesrenenr Al r 


CMM: ~" “esas §= fan... ... } 


SE a ee I aisciniicinipisditiariaeetirinonocn a 
The World's Largest Manufacturer of Opaque Projection Equipment = ee ee ee eos ee ws andl 








THE BEST PROJECTOR IS THE BESELER PROJECTOR 
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(CONTINUED FROM PAGE 54) 


perhaps a little too ‘pat’. Better 
are More Power To You and It’s 
Up To You tor they leave an open 
question which is more life-like 
and causes more thought, 


“We use the Cash Register films 
occasionally and we plan to use 
them much more. The way they 
went about making that series 
was admirable. Too often, the film 
producer or sponsor will talk to 
two or three stores and call that 
adequate research, but National 
Cash Register really put in some 
leg work to find out what the 
stores wanted and results show it. 

“In our indoctrinary training 
we use VisualCasts in every class. 
They are mulch more satisfactory 
than blackboards or displays or 
films for many purposes, 


POINTERS For SPONSORS 


“On product films — some are 
very good and some are terrible. 
A glass film, for instance, was so 
completely overdone it was em- 
barassing to watch it. Another, on 
the same subject, was very good. 
We don't think it’s necessary for 
a manulacturer to cover every 
facet of his product or every sit 
uation that might arise in selling 
it. A training film should be short 
and to the point, Most films are 
used in training as a part of an 
overall program. When instruc 
tion on a certain situation § is 
reached we'd like to illustrate it 
with a film—illustrate that one sit- 
uation, but almost all films we 
know about want to cover a great 
multitude of situations. The ex- 
traneous matter is not only worth 
less to us, but distracting.” 


A third large department store 
reported as follows: “We use a 
good many motion pictures, slide 
films and other visual training 
methods, We were probably the 
first store in the country to adopt 
the VisualCast, and it is absolute 
ly basic with us now. 


Use Own EMPLOYEE FILM 


“Starting out, we have our own 
indoctrinary film telling about the 
store and various employee bene 
fits. This film is also used outside 
the store for occasional consumet 
showings. 

“Another picture in regular use 
is one on telephone efficiency 
made by the Signal Corps and re- 
leased for civilian use. 

“We use many individual films 
from the Dartnell series, or Behind 
the Counter pictures. The trouble 
with a syndicated series as such 
is that we don't want to fit ow 
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Field Survey of New York Department Stores 
Reveals Wide Range of Opinions on Visuals 


training to the syndicated plan, 
but rather spot individual films 
to our training system. 

“On training films supplied by 
national manufacturers: we use 
Talon’s Terry Takes A Tip oc- 
casionally, but Kenwood’s Here 
Comes The Bride as often as pos- 
sible. The Kenwood picture is 
really the best we have seen; the 
stock is always in good order, the 
sales people are well groomed, and 
the sales techniques demonstrated 
are applicable to a great many 
departments beyond just blankets. 

“Too many product films or 


A Pout of Sale “Natural” 


ger Dealer display rooms 
Retail store departments 
Store windows 
Office lobbies 
Sales offices 
Conventions 
Personnel waiting rooms 
Employee training quarters 
Sales meetings 
Transportation terminals 


ADMATIC automatically and economi- 
cally shows your products and their 
special features in a sequence story 
with thirty 2” x 2” color slides. The 
brilliant, true color of projected mes- 
sages makes ADMATIC an extremely 


practical, common-sense, effective 


medium. 


syndicated pictures contain scenes 
which don’t ring true for this par- 
ticular store. This is not always 
the fault of the film, but it does 
destroy its effectiveness for our 
use. Our people say ‘Oh, that isn’t 
the wav we do it...’ in comment- 
ing on a sequence, and then think 
none of the picture applies to 
them, 

“We used By Jupiter rather re- 
luctantly at first, for it seemed to 
be really the quintessence of 
‘corn’. Actually, it went over very 
well. We had people going about 
the store giving away two silver 

















Write for descriptive circular, price, and ADMATIC projector specifications. 


A D matic P rojector Compa Wy 


SALES AND DISPLAY OFFICE 


318 West Randolph Street 


e Chicago 6, Illinois 
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dollars in every instance of an 
observed ‘By Jupiter Service’ by a 
salesperson. 

“During the war, you know, all 
stores relaxed on merchandising 
training. Most stores are revising 
their methods. We are planning 
to appoint an assistant for each 
buyer to help him on merchan- 
dising training. It will be the as- 
sistant’s job to see that all new 
product information and mer- 
chandising methods are explained 
to the people in his department. 
This will probably greatly increase 
the use of product films and other 
aids. 

Devist Own TRAINING Alps 

“We've devised a great many 
audio-visual helps of our own here 
in the training department. For 
instance, we have some cartoon 
color transparencies which we 
show on the VisualCast. These are 
humorous, and they put across 
certain points much better than 
an instructor could alone. We 
also use flip sheets, easel cards, 
slides and filmstrips. 

“The insurance company hold- 
ing our account supplies us with 
excellent safety films which are 
used for non-sales training. We 
use supervisory training slide films 
in our warehouses, . . .” 

Other stores used films to a less- 
er degree. One speciality shop has 
no actual training program  be- 
yond on-the-job supervision, but 
welcomes showings by its suppliers 
on the premises from time to time. 

Various sources for films appli- 
cable to retail stores were men- 
tioned, N.R.D.G.A.'s catalog is an 
excellent source; the sponsor's rep- 
resentatives usually supply infor- 
mation to buyers which eventual- 
ly seeps into the training section; 
some sponsors notify training di- 
rectly; all training directors are 
glad to review syndicated material 
which might help them; various 
publications in the retail field re- 








| Need Part-Time 

| Services of a 
Top-Flight Scriptwriter? 
Seasoned writer, with broad- 
range background of industrial 
methods, advertising and sales. 
| Understands present-day prob- 
lems of management; also the 
possibilities and limitations of 
motion pictures. Consultation, 
editing, rewrite, story develop- 
ment or complete shooting 
script. Replies will be held 
in confidence. Location: New 


| 
York. 
| 





Box 301 
BusINEss SCREEN 
812 N. Dearborn « Chicago 10 
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view films, and many training di- 
rectors find business publications 
in the visual field helpful. 

The universal feeling seems to 
be that more films on specific sit- 
uations are needed and that the 
best way to obtain them is through 
joint action. Several stores sug- 
gested the N.R.D.G.A. as the best 
co-ordinator of such activity, Oth- 
ers suggested that perhaps several 
independent stores, brought to- 
gether by an independent produc- 
er might jointly underwrite films 
on certain subjects. 


Gimbel’s Department Store 
Buying Television Medium 


* “Gimbels is through experi- 
menting with television. We are 
now buying television as an adver- 


tising medium,” states David 
\rons, Publicity Director for 
Gimbel Brothers, Philadelphia, 


leading department store, as the 
store recently celebrated the end 
of its first year as sponsor of The 
Handy Man, weekly program 
featured on Philco television sta- 
tion Wertz, 

On April 23, The Handy Man 


Salesman Wanted 


| 
| 
Salesman wanted for 16mm | 


production sales. Qualifica- 


tions must be very high. 
State experience and all data 
in your letter. All applica- 
corporated, 41226 Wisconsin 
Avenue, Washington 7, D. C. 


tions confidential, Byron, In- | 
| 

; 
Phone DUpont 1800, 
| 











Go Forward With 


FORWAY 


“The Little Giant” 
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presented his 52d successive 
quarter hour of how-to-do-it en- 
tertainment, with Jack Creamer 
mixing lively patter and commer- 
cials for Gimbel’s in a combina- 
tion that has kept the store’s cash 
registers ringing from sales traced 
to this television show. 

Handy 


by Carol Reed, offers the answer 


Man Creamer, assisted 


to the gamut of “fix-it” questions 
from the television audience in 
the Philadelphia area. He shows 
how to peel onions without weep- 
ing, how to caulk a drafty win- 
dow, how to cut out plywood 
toys or spice shelves with an elec- 


tric jig saw — or how to choose 
milady’s Easter bonnet. 

Every 15-minute show has re- 
sulted in direct sales and added 
store trafic for Gimbels. For in- 
stance, television viewers bought 
out Gimbel’s stock of automatic 
pancake turners in two weeks 
and then more viewers came in, 
necessitating re-orders by the store. 
The Handy 
of ice cube trays in 10 days; the 


entire stock of ‘Tearless Onion 


Man _ sold dozens 


Choppers in two weeks; several 
dozen bone saws in a week, with 
more orders awaiting arrival of 
new stock; even more dozens ol 
new self-wringing mop; and sub- 
stantial quantities of such higher- 
priced items as an electric knife 
sharpener selling for $9.95. 
RESULTS 


Har SHOW BrINGs 


But that’s not all of Gimbel’s 
success story with The Handy Man 

on the air every Friday evening, 
8:30-8:45 p.m., on Wertz. On a 
hat style show shortly before Eas- 
ter this year, the program was de- 
voted to showing how 
types of hats suit certain types of 
women. The commercial 


various 


pitch 
was a mere casual mention that 
the hats shown on the video pro- 
gram could be seen in Gimbel’s 
millinery department. More than 
50 women visited this department 
during the following week and 
asked for specific hats they'd noted 
on The Handy Man show, 

One of the unique features of 
this program was merchandising 
by television of an ad in the fol- 
lowing Sunday’s newspaper. This 
preview of a newspaper advertise- 
ment, shown to viewers by Cream- 
er two days before its appearance, 
featured gloves to go on sale at 
The store 
was delighted to sell 50 pairs of 


Gimbels on Monday. 


gloves to televiewers on Saturday 
—before the  sale—and 
hundreds of other glove sales 
from video customers during the 
week of the actual sale. 


obtain 
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A SENSATIONAL NEW ADDITION 
TO OPERADIO’S LINE OF 
SOUND SLIDEFILM PROJECTORS... 


a 


Ww 
“Automatic” 








The EXPLAINETTE, automatically 
synchronized method of advancing 
slidefilm is the result of years of research. 
It is a simple, practical method... 
eliminating pauses in narration or music during each frame advance. 
The automatic synchronized advance is accomplished by a signal on 
the film...there are no bongs, cues, or any other signals 


incorporated in the recording. It is a completely new method... 


write for details on the EXPLAINETTE “Automatic” today! 


oPERADIo 





OPERADIO MANUFACTURING CO., Dept. BS-58, St. Charles, Ilinois 
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Western Heating Supply Firm 
Bases Sales Building Program 
on Sound Slidefilm Series 

@ A series of three sound slide 
films in color is the basis for an 
extensive sales building program 
being undertaken by the Day & 
Night Company, Monrovia, Calif, 


The company is sending out 
two sales teams of about four men 
each, equipped with new trucks 
containing the latest models in 
the Day & Night line of heating 
units, and three sound slides, pro- 
duced by Rocketr Picrures, Hol 
lywood. The teams will cover in 
an intensive several months tour 
the whole sales area of the com 
pany. Meetings, sparked by the 
showing of the films, are sched- 
uled for every important town and 
territory. 
limit set 
pretty 
well filled by the films, since the 


The one-hour time 


for the meetings will be 


company feels this is the best way 
to present its story effectively. 
The Case of the Curious Plumb 
i 25-minute presentation 
on the company’s water heater. 
The Hot Stove League Discovers 
Panel-Ray is a 12-minute cartoon 


€) is a 


treatment of the wall heater, and 
Spreading the Word, also about 
12 minutes, tells the story of the 
company's advertising campaign. 
An interesting facet of the cam- 
paign is that this is the first known 
large-scale use of the new Illus- 
travox automatic sound-slide pro 
Palmer 
method low-frequency advance, 


jector employing the 

Agency handling the company’s 
advertising and sales campaign is 
Hixson-O’ Donnel Advertising, Inc. 

J. R. Westen, Rockett general 
manager, expressed his enthus1 
asm over the smooth flow and 
greater sense of movement the 
series has achieved through the 
medium of the new projector. 
Frame changes are made automa- 
tically and soundlessly on the new 
Iliustravox, allowing greater lati 
tude in the use of dialogue, music, 
and other sound effects. 

“To the best of our knowledge,” 
said Westen, “this is the first se- 
res of commercial films ever plan 


ned and produced expressly for 
the new machine; and the results 
are extremely gratifying to us and 
They indicate the 
tremendous new production pos- 
sibilities now available to us.” 


to our client. 
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PARADE 








Aetna Casualty Releases Two New Safety Films | 


*% Ihe public education depart 
\etna Casualty and 
Surety Company has released two 


ment ol 


new safety motion pictures, Back 
to Life and Ladders, Scaffolds, 
and Floo O penings. 

The first film deals with meth 
ods of applying artificial respira 
tion. It explains preparation of 
the patient, position of the op- 
erator and placement of hands, 
correct movements of compres 
sion and release, and the chang 
ing of operators without the loss 
of rhythm. The picture empha 
sizes that prompt application ol 
artificial respiration can prevent 


Thank YOU, swcx mun 


for an excellent recording job 
this season on the Bing Crosby show 


Bill Morrow and WMurde Mac Kenzie 


. 
< 
oe Sa ee 








network 





An Invitation to You: 


The Palmer orgonization is proud 
of Jocks accomplishments, and 
we invite you to consult us if 
you hove any film or radio 


recording problems 








man who developed the sgnetrack Syste 


achieve really life-like quality, Bing and his producers honored Jack 


world-wide 


recognition cam 


1.4. / ip 
Falmer films, ne. 


40 FREMONT STREET 


much of the yearly loss of life due 
to drowning, gas poisoning, and 
electric shock. 

Ladders, Scaffolds, and Floor 
Openings is the first of a series of 
films on construction salety. It 
shows proper methods of con 
struction of equipment and gives 
suggestions for their use and main 
tenance, 

Both films are 16mm color with 
sound, They were produced by 
\ctna’s motion picture bureau as 
a part of the company’s loss pre 
vention campaign for greater pub- 
lic safety, at home and at work, 
at play and on the highway. 








PRODUCERS < 





WHO IS JACK MULLIN? 


Jack Mullin, one of the partners in W. A. Palmer Films, Inc., is the 


of magnetic tape record 


ing, editing, dubbing and playback, a sytem which is revolutionizing 


film and radio recording techniques 


WHAT IS HIS CONNECTION 
WITH THE BING CROSBY SHOW? 


After a long, nation-wide search for a recording system which would 


j 


by unanimously ac epting his Magnetrack System. They have used it 


with unprecedented su ver since Bing’s show went on the air via 
tape last October 
In addition, Bing was so impressed with Jack's leade ship 


in the field of magnetic recording that he has pe rchased 
distribution rights to a machine which Jack 


helped design, the Ampex magnetic tape recorder. Further 


from the American Broadcasting Com 


pany, which is installing Ampex units at key points on its 





Film ond Radio Recording Speciolists 
Originators of the Magnetrack System 


SAN FRANCISCO 





New Caterpillar Tractor Film 
on Earth Moving Operations 


@ Material on the Move has just 
been CATERPILLAR 
to highlight 

Caterpillar 
scrapers over a full range of earth- 
moving operations. 


released by 
‘TRACTOR COMPANY 
the application — ol 


Produced in 
sound and color by the CALVIN 
Co., Kansas City, Mo., from pho- 
tography by Caterpillar camera- 
men, the film employs unusual 
techniques to depict the opera- 
tion of heavy machinery and the 
pattern of action in moving earth. 

Sequences showing the design 
and operation of the scrapers, 
moved by Caterpillar Diesel track- 
type tractors and wheel- 
type off-road tractors in the line, 
are included and supplemented 
by scenes of actual 
applications of 


othe 


on-the-job 
the equipment. 
hese latter shots cover the strip- 
ping, cutting, and leveling appli- 
cations of the units, working with 
and without push tractors in 
gravel and rock, loam, over-bur- 
dened and tillable soils of farm 
lands, 

Free-loan prints of Material on 
the Move are available to any 
interested groups through the Cat- 
erpillar Tractor Co., Peoria 8, IL, 
or through your nearest Caterpil- 
lar distributor. 


THE PICTURE PARADE 


@ The UNIon O11 Company, Los 
Angeles, recently completed a film 
version of its annual report. The 
picture was previewed in New 
York, Chicago and Los Angeles 
on April 12, and shown to the 
annual stockholders meeting on 
April 13. It was produced by the 
Los Angeles branch of WuLpING 
PICTURES, 

@ Pigs and Progress is a motion 
picture on aluminum that chron- 
icles production from bauxite to 
finished products. It is 16mm, 
sound, color.. For information 
write the Advertising Department 
of Reynolds Metal Company, 
2000 S. Ninth St., Louisville, Ky. 
@ The British Government film 
The World Is Rich has been ofh- 
cially endorsed by the United Na- 
tions Film Board. A PAuL Rorna 
production, the picture dramatizes 
the food situation in the world of 
today and tomorrow. 

The film received the British 
Film Academy Special Award in 
the field of documentary and spe- 
cialized motion pictures, Distri- 
bution in the United States is be- 
ing handled by British Informa- 
tion Services and Brandon Films, 
Inc., of New York City. 
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from “A 


Scene Million Times a Day” 


Bullocks’ Los Angeles Store 
Utilizes “By Jupiter” Program 

@ An example of the use to which 
retail stores can put good training 
films can be found in the story of 
Bullocks’ employee courtesy cam- 
paign. 

As part of an overall program 
of reminding employees at fre- 
quent intervals of the necessity of 
courtesy to customers, Bullocks of 
Los Angeles chose the film By Ju- 
piter to spearhead a special cam- 


paign several months ago. The 
store rented a regular theatre just 
across the street for two early 


morning showings of the picture. 
The film was shown to all sales 
personnel of both shifts. Then, to 
remind them the message in 
the film, a By Jupiter sticker was 
printed and used for several weeks 
thereafter. 
vals, on 


ol 


It appeared at inter- 
every tenth 
and on other forms that came to 
employees’ attention. 
Other stores have used the film 
much the way, several 
employing the sound of the harp 
from the film over the store-wide 
public address system as a remind- 
All have reported that the 
film has done a good job for them 
in pointing up the importance of 
courtesy, and has given them a 
peg to hang reminders on, with- 
out being stuffy or preachy about 
it. 

After the original campaign 
Bullocks added the film to their 
library of training films and now 
shows it about once a month to 
new employees as part of their 
indoctrination course. 


sales check, 


in 


Same 


er, 
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DR AMA OF LONG DISTANCE 


4 


Sponsor: American Telephone 
and Telegraph Company, Film: 
A Million Times a Day. Pro- 
ducer: Caravel Films, 
* This is a swiftly-paced motion 
picture which portrays in news- 
reel style the vast telephone net- 
work, equipment, 
which operate behind the scenes 
when a long distance call is put 
through. The film dramatizes the 
longest telephone call it 
sible make within the conti- 
nental limits of the United States 
Eastport, Me., Bay, 


and personnel 


is pos- 
to 
— from to 
Calif. 

An elderly couple in Maine call 
their daughter in California to 
congratulate her on the birth of 
their grandchild. Scenes show how 
this call is handled, and how the 
distance network up 
to connect telephones anywhere 
in the country. 

The film is interesting for its 
and for the fact that, 
with the exception of the profes- 
sional actors who portray the cus- 
tomers, the cast is composed en- 
tirely AT&T personnel, The 
set was a section of the fifth floor 


long is set 


accuracy 


of 


operating room in the Long Lines 
headquarters building in New 
York. Operators selected to ap- 
pear in the picture were 
because the they 
wearing were the most photo- 
genic in black and white. 
Interesting sidelight: 
ing scenes, the sound recorder 
picked up not only the girls’ 
voices but all the other operating 
room noises For the sake 
clarity, other voices 
were recorded separately and the 
synchronized with 


chosen 


dresses were 


In shoot- 


as well. 
ol therefore, 
new dialogue 
the original film. 

Technical Notes: Sound motion; 
available in both l6mm and 
35mm; running time: 11 minutes. 
Distribution: available from Film 
and Display Division, American 
Telephone and Telegraph Com- 
195 Broadway, New York. 


* * * 


pany, 


New Jersey Machine Sponsors 
Picture on Bottle Labeling 

@ The complete story of bottle 
labeling is told in a dramatiza- 
tion produced as an educational 
sales film for Pony Labelrite ma- 
chines. The automatic labeling 
film is sound and runs for 12 min- 
utes. The picture with a projec- 
tor available through branch 
offices of the New Jersey Machine 
Corporation. For details 
their home office: 
Ave., Hoboken, N. J. 


is 


write 
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1560-62 Willow 


To assure sharp, brilliant projection, manu- 


facturers of leading sound slidefilm units use 
S.V.E. S.V.E. 


jectors are preferred for their sturdiness, 


projectors exclusively. pro- 
dependability, and ease of operation. 


S.V.E. 


tures a complete line of 100 to 300 watt pro- 


is the only company that manufac- 


jectors to meet any single- or double-frame 


filmstrip and 2” x 2” slide requirements. 
Consult your dealer or write direct for full 


information. Address Dept. H539 



















Typical 
SF.V.E. Users 
* Westinghouse 
* General Motors 
* Goodrich 
¢ Goodyear 
¢ Firestone 
General Electric 
* National Cash Register 
« Minneapolis-Honey well 
* Caterpillar Tractor 
« Swift & Co. 
¢ Armour 


SOCIETY FOR VISUAL EDUCATION, INC. 


Al Business Corporation 


100 East Ohio Street Chicago 11, 
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Case Histories 


SRAIN CLEARN-U P 
Sponsor: Whiting Corporation. 
Film: Grooming the Streamlin 
ers. Producer: Atlas Film Cor 
poration, 


*® A straight-forward “telling and 
selling’ presentation through th 
use of examples of typical instal 
lations, was the aim of the spon 
sor in preparing a “first” 
Rather 


the subject, the producer 


visual 


sales tool, than “roman 
ticize”’ 
and the sponsor were in accord as 
lo stressing competition among 
railroads, air lines, and cross 
country bus lines in meeting the 


traveller's demands. 
Synopsis: As we see a series ol 
the 


rator tells us that today distances 


speeding streamliners, nai 
are telescoped under the nation 
wide network of ties and rails on 
which trains dash along at maxi 
mum speeds, with maximum com 
lort, safety, and—Cleanliness! This 
cleanliness is dramatized as a 
trainman white 
Diesel 


glove 


Wipes a glove 


side of a loco 
and the 
And this cleanliness is 
maintained by Whiting Washers, 
the streamlined method of groom 
ing the streamliners. We see the 
equipment itself—groups of spray 
ers and 


along the 
motive, remains 


spotless! 


brushes set up on both 


track, As a 
train approaches the first group, 


sides of a stretch olf 
a Cleansing solution is sprayed on, 


and the advance to the 


brushes 
sides of the train and revolve, 
working the solution into the dust 
and dirt. bank ol 


mixed 


Into the next 


brushes, where water is 
with the cleansing solution, 
the rotating brushes loosen and 
remove all dirt. 


completes the 


\ final rinsing 
The 
cleaning process is accomplished 
by one man at the control board. 
An air valve 


job. 


entire 


the 
brushes, a simple switch turns on 
the cleansing solution 


lever advances 
and the 
water simultaneously, and a push 
button sets the brushes in opera 


tion, An entire train groomed in 


g 
less than two minutes! Now, we 

installations—the 6 
12-brush the 


new two-directional 12-brush, and 


see various 


brush, the 


tandem, 
the 8-brush arrangement. A time, 
energy, One 
road has reported saving ovel 
$10,000 in one month! And that 
cleanliness modern 


and money-saver, 


the 
that “symbolic 
white—is supplied—by Whiting!” 
Technical Notes: the 


which 
traveller demands 


Grooming 
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Streamliners is a one-reel picture 
in color. 

Distribution: Prints have been dis 
screened by the 


tributed and 


sponsor at various railroad con- 
ventions and meetings of railway 
clubs throughout the country. It 
has also been shown at the annual 
the American Society 


The 


sponsor uses the film for purposes 


meeting ol 
of Mechanical Engineers. 
of “internal relations,” screening 
it from time to time for office and 
plant personnel, and as an aid in 


indoctrinating new employees, 
NEW RAILROAD HORIZONS 


Sponsor: The Seaboard Ain Line 
Railroad. Film: New Horizons. 
Producer: Dudley Pictures Cor- 
poration. 

* New Horizons has two potential 

and is 


audiences, designed to 


reach both of them. The Seaboard 


Railroad stretches along the east 
coast from the north deep into 
Florida. The picture is a story of 
the the 
and it points out the agricultural 


country railroad serves, 
resources of the region and the 
growing industrialization of the 
South. 

For audiences in the area served 
by the line it is a morale-booster, 
pointing out the importance and 
future of the region. For northern 
audiences it stresses the import- 


THE Liyhlir Height PROJECTOR YOU WANT 


r 





DUAL CASE “BANTAM" 


Gives you pro- 
jector and am- 
plifier in one 
case, 8° ALNICO 
5 permanent 
magnet speaker 
in matching 
case 


4 
iii] - 
ot 
“ES % PE irwen 
‘ : 


~ 


DeVry Bentam Cie ee 


(750-1000 wott) for auditorium projection 


Sound fewrgmen 


Vheatre -in-a-Suitease 
16mm. SOUND PROJECTOR, 
AMPLIFIER, SPEAKER AND 
SCREEN ALL-IN-ONE SMALL 
COMPACT CASE WEIGHING 
LESS THAN 31 Ibs 


Today's Greatest $ oe 
Value at ONLY 325 


Highest quality 16mm. sound projec- 
tor in the lowest price field — the 
DeVry “BANTAM” is a truly champion 
performer. Brilliant 750-1000 watt 
illumination, thrilling life-like sound! 
See it and be convinced! 


HERE’S WHAT YOU GET WITH A 


Dolby 
Banton 


Built-in, detach- -é 

able 6 ALNICO 5 v4 

permanent mag- % 

net speaker aes 

2000 ft. film capacity 

Coated optical elements 

Light out-put exceeds 200 lumens Motor- 
driven rewind. Automatic loop setter 
Rotating sound drum. Simplest film 
threading Absolute film protection 
Forced air cooling. AC or DC operation 


DeVry CORPORATION 


1111 Armitage Avenue, Chicago 14, Illinois 


Please send details on DeVay “Bantam” projector. 


ance of the southeastern states as 
both a marketing and producing 
territory, with the idea of encour- 
aging travel, buying and selling 
via the Seaboard. ‘The picture also 
surveys the important crops of the 
region, and illustrates the indus- 
trial growth that is bringing great- 
er prosperity to the new South. 
Technical Notes: Film is 20 min- 
utes long, in color, and is a beau- 
tiful pictorial record of some very 
scenic country. 

Distribution: Handled directly by 
the railroad. 


TUNA FOR THE SCREEN 


Sponsor: Westgate Sea Products 
Company. Film: Tuna. 
ducer: Paul Hoefler 
tions. 


Pro- 
Produc- 


* Tuna is the complete story ol 
catching and canning tuna fish, 
sponsored by the Westgate Sea 
Products of San Diego, whose 
Chicken O’ The Sea othe 
brands are among the best known 
canned tuna trade names. 


and 


The film pictures: the building 
of one of the modern fishing clip- 
pers in the company’s fleet, a 
cruise to the tuna waters off Cen- 
tral and South America, some in- 
teresting fishing scenes in which 
the big fish are hauled in by hand, 
and the canning operation itself. 

Ihe picture was made for show- 
ing to grocers, wholesalers and all 
those handling the line, to give 
them better background informa- 
It should 
also be interesting to consumer 


tion on the canned fish. 


groups, however, as it shows some 
little-known phases of the fishing 
industry. 
Technical Notes: The picture is 
28 minutes long and in color. 
Distribution: By the food brokers 
handling the Westgate brands, 
primarily to retailer audiences, but 
also to interested consumer groups 
in their territories. 

* > > 
Twelve Cities Added to List 
of Film Councils of America 
@ Twelve more cities have estab- 
lished within 
the last month to bring the total 


new film councils 


number of community groups so 
far afhliated with the Film Coun- 
cil of America to 87. The new 
meftnber councils range from Penn- 
sylvania to Hawaii, and include: 
Wilmington, Del.; Evansville, 
Ind.; Ann Arbor, Mich.; Clinton, 
Miss.; Oxford, Miss.; Allentown, 
Pa.; Nashville, Tenn.; Oak Ridge, 
Tenn.; Provo, Utah; Salt Lake 
City, Utah; Wheeling, W. Va., 
and Honolulu, T, of H. 
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Joun H. SKINNER, JR. 


Skinner Joins Dailey Mills 
@ Joun H, SKINNER, JR., former 
film producer and public rela- 
tions executive, has been ap- 
pointed advertising manager of 
Dailey Mills Inc., Olean, N. Y., 
manufacturers of Double Dia- 
mond livestock feeds. 

Skinner spent several years as 


an independent producer of ag- 
ricultural pictures and 
visual aids after a period of ad- 
vertising and agricultural infor- 
mation work in Indiana and Del- 
and during the war was 
attached to the U. S. Army Signal 
Corps as Visual Aids 


motion 


aware 


Coordinator 


in the Eighth Service Command. 
More recently he has been ad- 
vertising manager and editor-in- 





Wecan't makeall the 


TYPE TITLES 


0 we only make the best 
THE KNIGHT STUDIO 


Type Titles for Motion Picture 
and Slidefilm Producers 


341 EAST OHIO STREET - CHICAGO 11 
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chief for 
Education 
executive 
Co., Chicago 
counsellors. 


the Society for Visual 
Inc., and an 
for Theodore 
public 


account 
R. Sills 


relations 





* * 


Mayfield Laboratory Is Doing 
Volume Runs In Color Printing 
@ The Mayrietp LABORATORY, 
Alhambra, Calif., which special- 
izes in Kodachrome slide 
filmstrip duplication, has recently 
been turning out more than 25,000 


and 


slides a month for scenic view 


slide distributors. It has also been 
doing a large volume of business 
for some of the leading filmstrip 
producers. 

In slide printing the duplicates 
the 
up to 


are made directly from 


inal 


ol ig- 
5x7 
But for filmstrip 
first 
printed on a master strip which 
is used for quantity duplication. 
The resulting * 


transparencies 
size. 
the 


inches in 


printing, originals are 


second generation” 
turned 
Mayfield lab are said to be 

the the 


transparencies 
by the 
among 
field. 
William Mayfield, president of 
the 


being out 


best quality in 


company, expects shortly to 


be ready to duplicate color 
sheet film in sizes up to IIx 14 
inches. 

x * * 


Compco Corporation Issues List 
of Reel Products Via Dealers 

@ Comrpco Corporation, Chicago, 
has released 
and dealer price list covering their 
complete line of all steel film reels 
and cans. 

The the full 
range of Compco 16mm _protes- 
100 to 1600 ft., 
and in addition announces a new 


new catalog sheet 


sheet itemizes 


sional sizes from 


2000 ft. size which will be ready 
for distribution in a few weeks. 
Ihe latter is made of the same 


high-grade tempered steel as other 
products in the line, and finished 
in “Compco gray.” 

Quantity discounts, and special 
combination also 
which may 
be obtained by writing Compco’s 
general offices at eae West St. 
Paul Ave., Illinois. 

All of the “saat line is sold 


rates are 


ered in the new release, 


coV- 


Chicago 


through established visual educa- 


tion dealers only. 


* * * 
Dassonville Co. Expands Line 
to Include Three Types of Film 
@ DAssONVILLE CoMPANY, L1p., of 
Newton, N. J., known to still pho- 
tographers for its Charcoal Black 
and Charcoal Amber 
projection papers, 


textured 
has expanded 
its line to include three types of 
motion picture film stock. 
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Gust PRESS THE BUTTON 


SLIDES CHANGE LIKE MAGIC 





P. R. C. AUTOMATIC SLIDE PROJECTOR 


... is electrically operated by remote control push 






















button slide changer! Handles 75 ready mount or 35 
glass slides . . . then automatically files them (after 
showing) in proper sequence, ready for re-showing. 
The only projector with shutter that automatically 
closes while slides are changing. 

¢ Patented slide changing 


mechanism operates by gravity 
without injury to slides. 


¢ Pre-projection warming 
chamber to prevent buckling 
and out-of-focus images. 


¢ Equipped with 5 inch coated 
lens. 


¢ Sharp bright projection with 
300 watt lamp. 


¢ Friction-drive micro focusing 
device. 

















Sturdy carrying case, beautifully finished 
in tan and brown leatherette, has com- . 
partments for 4 slide holders, electric cord 


and extra lenses. 








Special screen for 
salesmen designed for 
projection across desk 
con te included at 


slight extra charge. 





BPrelwee ecordling ———- 


EXECUTIVE OFFICES © 1240 LAWRENCE AVENUE, CHICAGO ILLINOIS 
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\. J. Braprorp 
Wilding Names A. J. Bradford 
to Head Projection Department 


@ A. J. Braprorp has 
WILDING PicTrurt 


joined 
PRODUCTIONS, 
Inc., as head of a new department 
which will provide Wilding clients 
with a consulting service to help 
them with their projection prob 
with 
equipment manufacturers to ac- 


lems. He will also work 


quaint them with the spec ial needs 
of the commercial user of projec 
tors. 


Bradford 


ence to his new assignments. Aftet 


brings wide experi 
several years of design and devel 
opment work on the original RCA 
Photophone system, he spent 10 
years in the industrial field. In 
1940 he 
Motion Picture Engineering Co. 


became active head of 


which produced precision aircraft 
parts and special cameras and 
projectors for the armed forces. 

A Fellow of the SMPE, he de 
signed and built special projectors 
for American Tobacco Co., Chev 
rolet Division of General Motors, 
Brown & 
Co., and the Plymouth Division 
of Chrvyslet 


Williamson ‘Tobacco 
Corp. He has also 
designed special projection equip 
ment for thousands of sales meet- 
ings, conventions, and public 
meetings. 


Richard Koch, Writer-Director 
for Pathescope Productions, NY 
@ RicHARD Kocn, industrial edu 
cation commercial 
films, has been appointed write1 
director with PAtTHEscorpE Pro 
puctions, New York. During the 
war Koch produced training films 
at the U 
Science Laboratory at 
D. C, 


spec ialist in 


S. Navy's Photographic 


Anacost ia, 
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Florez, Incorporated Announces Four Key Staff Appointments 


@ Frorez, INc., 
film and 


Detroit, training 
promotion specialists, 


have announced the following 
appointments to key staff 


tions: 


posi- 


HAMMERTON, who 
has had more than 18 years’ expe- 


HERBERT E. 


rience as art director, photograph- 
ic director, and production execu- 
tive, is now Florez’ production 
manager with centralized control 
over all production facilities, 
JAMes F. JACKSON has assumed 
charge of the newly formed gen- 
eral services department and will 
have complete control over pur- 
chasing, maintenance, office serv- 
ices, Shipping and receiving, trans- 
portation, and the rest of the 


company’s general service facili- 
ties. 

JosepH H. Purcett, named as- 
sistant production manager, has 
been a specialist in the prepara- 
tion and production of printed 
materials for the past 25 years. 

James L. McGuire, now edi- 
torial manager, is a veteran of 13 
years’ experience in all phases of 
copy and script planning, writing, 
and editing. 

In accordance with Florez pol- 
icy, all appointees were promoted 
from within the company’s or- 
ganization. It was explained that 
the realignment of personnel was 
the result of a greatly increased 
volume of business. 


Payne Furnace Company Projects 


Rockett Guided Film Missiles 


the 


Rockett Pictures, Inc. 


REATORS OF 


GUIDED flim MISSILES 
FOR NEARLY A QUARTER OF A CENTURY 


6063 Sunset Blvd. + Hollywood, Calif. 


Donato H. Brown 
JAM HANDY NOTES 


D. H. Brown to Film Operations 
@ Donatp H. Brown has joined 
the JAM HANDY ORGANIZATION’s 
planning staff, and has been as- 
signed to writing, directing, and 
producing duties, with special 
emphasis on the operational end 
of motion picture production, 
Formerly a producer and di- 
rector for Republic Productions, 
Inc., he has also been afhliated 
with Universal-International. 


SIDNEY WOOLNER 


Woolner to Slidefilm Staff 

@ Sipney Woo ner of the JAM 
HANDY ORGANIZATION, Detroit. 
has been appointed administra- 
tive assistant in the Organization's 
slidefilm production department. 
He was formerly a member of the 
sales and contact staff. 


George Long Joins Executive 
Staff of Henning & Cheadle 
@ Grorce W. Lone, well known 
to the trade as a writer, director, 
and sales executive, has been ap- 
pointed to the executive staff of 
HENNING & CHEADLE INc., Detroit, 
and will be available to clients in 
both an editorial and contact ca- 
pacity. The producing organiza- 
tion specializes in VisualCast pre- 
sentations. 

Long’s background includes ex- 
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tended associations with Western 
Electric Company and the Jam 
Handy Organization, as well 
the management of his own pro- 
ducing company. More recently 
he has been covering the Mid- 
West and Detroit industrial area 
as district manager for Radiant 
Manufacturing Co. 


as 





Yorke (left) and K. C. 


Emerson Tsien 


China Film Enterprises Signs 
for Yorke-produced Subjects 


@ CHINA Fim 
America, INC., has signed a term 
contract with EMERSON YORKE 
Stupio, New York, acquiring ex- 
clusive Far East distribution rights 
to Yorke-produced documentaries 
The ter- 

China, 


ENTERPRISES OF 


and informational films. 
ritory covered includes 
Hong Kong, and Macao. 

To solve the foreign language 
problem, and eliminate the use of 








Go Forward With 


FORWAY 


“The Little Giant” 


x*kk* 























KODACHROME 


* FILMSTRIP PRINTING MASTERS 
*® 2x2 TO 2x2. 
7 


TO 2x2. 
For Quality Prices and Full 


Particulars Write 


Call CUmberland 31666 


MAYFIELD LABORATORY 


oT 
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Slide and Filmstrip Duplicating 


REDUCTIONS FROM SHEET FILM 
KODACHROME 8x!0 OR SMALLER 


2822 WEST VALLEY BLVD. ALHAMBRA, CALIF. 





superimposed titles and lip sync, 
Yorke has set up a_ production 
formula whereby each subject will 
have a descriptive commentary 
track translated and cued for re- 
cording in the Chinese Mandarin 
dialect, 

The deal calls for delivery by 
Yorke of an undisclosed number 
of one and two reel documentary 
subjects during the year 1948. K. 
C. Tsien, general manager of Chi- | 
na Film Enterprises, reports that 
an initial block six films al- 
ready completed and released in 


of 


the Far East has met with imme- 
diate acceptance in the field, and 
orders for more prints are being | 
received by cable from key centers 
in the territory. 





BROWN 


RICHARD L. 


R. L. Brown Joins Jam Handy 


@ RicHarp L. Brown, until 
Detroit branch manager 

for Encyclopaedia Britannica Inc., 

has joined the sales and contact 

staff of the JAM HANby ORGANIZA- 

rion. Previous to his Britannica 

association, Brown worked with | 
the Diesel Engine Division 
General Motors. 

Other staff additions are an- 

nounced on Pages 44 and 46 of | 
this issue, 


re- 
cently 


of 


* * * 


Southwest Football Films 
Are Announced by Sack 


@ National release of 16mm 
prints on two colorful foot- 
ball sports subjects has just 
announced Sack 
Amusement Enterprises. 


been by 


Titles are Southwest Con- 
ference Football Thrills of | 
1947, ten minutes, and 1948 
Cotton Bowl Classic, six min- ||—— 
First 


utes. release covers the | 
following important gridiron | 
clashes: SMU vs Rice; Texas 
vs TCU; Texas A&M vs SMU; | 
Texas vs Rice; SMU vs Texas; 
Baylor vs SMU; TCU vs SMU, 





° 1948 








When it rains “hucketfuls” 


Who filmed the first sea saga, and when? 
Maybe the Library of Congress could 
tell you...we can’t. But we do know that 
since 1927 Mole-Richardson equipment 
has illuminated just about every epic of 
the seven seas filmed in Hollywood. And 
there’s a reason too. Like a matinee idol, 
M-R lights can take a lot of knocking 
around. The film industry has expressed 
its appreciation by awarding five acad- 
emy “Oscars” to Mole-Richardson lights. 


JUNIOR SOLARSPOT 


Here’s the “work-horse” of the M-R family. A 
rugged 1000-2000 watt spotlight that is a fav- 
orite of movie studios and professional photog- 
raphers from coast to coast, whether for black- 
and-white or color work. 


““MOLIGHTING’’ EQUIPMENT 


Midget Spot * Baby Solarspot * Junior Solarspot * Senior Solarspot 
Cinelite %* Single Side Lamp * Double Side lamp * Dvarc 
Molarc Type 90 * MolarcType 170 %* Molarc Type 450 











SEE THESE LIGHTS AT YOUR DEALER OR WRITE FOR CATALOGUE 





the Audio-Visual Handbook? 


Are You 


Using Projectionist’s 
Thousands of business concerns, schools and churches begin basic 
training in best use of audio-visual materials with the Audio-Visual 
Projectionist’s Handbook. Only $1.00 postpaid from Business 
ScrREEN, 812 N. Dearborn St., Chicago (10). 
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Curtis 


Propuction CuHieF Tom 
and sound engineer Frank Rich 


ter of Atlas Film Corporation. 
Atlas Officials Make Final 
Check on Sound Installation 
@ Tom R. Curtis, Vice President 
in Charge of Production of ATLAs 
FitM Corporation, is making fh 
nal checks on the studio’s new 
S.C. A, 
with Sound 
RICHTER, 
Curtis was 


re-recording Console, 
Engineer FRANK 
previously with 
R, C. A, as a motion picture en 
gineer, and while with that com 
Atlas 
Since joining 


pany designed the new 
sound installation. 
Atlas, he has revamped the entire 
sound 


until it now is comparable in 


set-up of that company 
equipment, controls and quality 
with any West Coast Studio. 
Prior to his association with 
RCA, Curtis spent 15 years in 
West Coast motion picture pro 
duction with Columbia, Goldwyn, 
and Hal Roach Studios, working 
through all departments into pro 
duction management. 
* * * 
Charles Renfrew in New Post 
@ CHARLES RENFREW of the JAM 
HANDY ORGANIZATION 
transferred to the Sales and Con- 


has been 


tact department according to 
JAMISON HANpy, president, In 
ternal, financial, and statistical op 
erations will be supervised by Mr, 
Rentrew. 

Woodruff to Jam Handy, Chicago 
@ FRANK B. Wooprurr, formerly 
communications supervisor for the 
Inuinois Bett TELEPHONE Co., 
has joined the sales and contact 
staff of the Jam Handy Organiza 
tion, He will work out of the Chi- 
cago branch office. 


Forway Exports to Philips | 


@ Puities Exrporr Corpora- 
rion, New York, has been ap 
pointed exclusive export rep 
resentative for the new light 
weight Forway 16mm sound 
projector, manufactured — by 
the Forway Corporation, al 


so of New York. 





(CONTINUED FROM PAGE 12) 
leaders in industry, government, 
and education, These men com 
prise more than 250 groups of all 
kinds, editors of important publi- 
cations, leading trade association 
National 
\ssociation of Foremen, as well 


men, directors of the 


as the Department of Labor. 

This Is Our Problem is an an 
alysis of our economic system with 
commentary On private property, 
free markets, profit and wage in 
centives, competition, and gov 
ernment regulation. It recently 
came under fire from Los Angeles 
adman Irvin Borders who char- 
acterized it as containing “mis 


leading (economic) assertions.” 
Ihe ANA’s only answer so far is 
that a program which is as broad 
as that of the joint committee is 


bound to be criticized. (For a 


National Advertisers’ Spring Meeting 








review of the sound slidefilm with 
selected BUSINESS 
SCREEN’S American Heritage issue, 
1948.) 

Wells went on to tell conven- 
tioneers that the joint ANA-4A 


program had 


scenes see 


February 


moved from the 
stage of “We have to do some- 
thing about it” to “Here is a way 


to do it.” 


Speakers Focus on Employee and 
Community Relationships 
@ Other speakers presented evi 
dence that public attitudes toward 
business are materially improved 
where management gives the em- 
ployees and the communities in 
which they work -the truth about 
plant operations and problems. 
C. A. REINBOLT, advertising and 
sales promotion manager of the 
Central 


American Division ol 








Designed for classroom use, keyed to recognized 
technical text books, educational films made by 
Pathescope for clients in the field of education 
are helping to train better technicians and engi- 
neers for industry... 


Tl Dramatizing for students the future prac- 
tical application of theoretical knowledge. 


Creating quicker perceptions by demon- 
strating scope and directions of courses, 
relating basic principles to advanced 


techniques. 


Pathescope’s experience with complex educa- 
tional films can be applied to your training pro- 
gram. To arrange a showing, call Plaza 7-5200. 








The Pathescope Company of America, inc. 
“Pioneer in Industrial and Educational Films” 
580 Fifth Avenue, New York 19, New York 
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Douc.Las B. Hosss 


Chairman, Films Committee 
Association of Natl. Advertisers 


\vco Manulacturing Corporation, 


told how personal conferences 
with employees resulted in a re- 
duction of scrap waste by 26 per 
cent in 30 days, an increase of 
production efhciency of 20 per 
labor 


relations, and a jump of almost 


cent, an improvement in 


500 per cent in employment ap- 
plications. 

Reinbolt’s talk was illustrated 
by a series of slides which showed 
what his company talked to 
workers about. “We told them 
that as long as they worked in 
our plant, our future was then 
future,” he said. “We told what 
profit is, why it is necessary, how 
much we make and what we do 
with it.” 

Using slides for visual presenta- 
Avco also told workers 
about the Taft-Hartley law, “ 
we explained just what the law 
meant and what its effect would 
be on the individual worker in 
our plant,” said Reinbolt. “We 
wanted the employee to feel that 


tions, 


we were trying to be fair, so we 
broke in during the meeting 
with a recorded voice which stated 
the employees’ side of the ques- 
tion.” 

Before the 
cent of the workers were for the 


law, and after they had seen the 


meetings, 13° per 


slides and conferred with manage- 
ment, 33 percent approved of the 
law. ““That’s why we say we have 
an employee-relations 
that really works,” 
cluded. 


program 
Reinbolt con- 


* - * 
Servel Advertising Manager Tells 
Industrial Relations Program 
@ R. J. CANirr, advertising mana- 
ger of Servel Inc., told how his 
company’s com- 
munity information service used 


employee and 


all communications channels for 


distributi information on the 


vu 
1g 


company’s and union's positions. 
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idea 


As a result, a test vote showed 
that 58 per cent of the workers 
were against a strike. 

Cuar.es F. Roos, president of 
the Econometric Institute, New 
York, bolstered morale by predict- 
ing rising production curves and 
increasingly high levels of person- 
al income. He said that “adver- 
tising budgets should generally 
be increased” because 
sales may be forecast at current 
levels or higher for the next few 
years. 

Radio-listening measurers C, E. 
Hooper and A, C, NIELSON pre- 
sented their reports to the conven- 
tion via an impressive selection of 
slides and charts. Hooper showed 
how his newest Hooperatings 
just released on April 30 are being 
derived. And Nielson announced 
his new service of 48 ratings a 
year with full national coverage, 
and the Audimeter, a mailable 
tape in a sealed container to pro- 
vide speedy delivery of reports. 


business 


Using a series of 29 slides, AL- 
FRED STANFORD, director of adver- 
tising of the Association of Na- 
tional Advertisers, argued for pri- 
mary use of local level media in 
preference to advertising of fixed 
national pattern. He illustrated 
how localized copy moved prod- 
ucts rapidly, 








For !6mm. Film — 400 to 2000 Reels 
Protect your films 


Ship in FIBERBILT CASES 


Sold at leading dealers 











W. B. Potter Reports On 











Advertising Appropriations 

@ W. B. Porter, director of ad- 
vertising for Eastman Kodak 
Company, reported on the adver- 
tising appropriation study co- 
sponsored by the ANA and New 
York University. He said that 
$25,000 had been granted by an 
anonymous foundation interested 
in economic research. He indi- 
cated that the study’s program is 
aimed at discovering how adver- 
tisers determine appropriations, 
and is designed to set up princi- 
ples for helping to determine ap- 
propriations and for setting aside 
advertising reserves that can be 
used in hard times, 

General conclusions of the con- 
vention were that advertising 
must buckle down to efficiency 
methods and must be more care- 
fully selective and informative. 
The meeting pointed up but one 
phase of the ANA-4A joint com- 
mittee program, however — that 
of plant and community activi- 
ties. All indications point to the 
fact that not only will audio-visual 
media be heavily relied upon for 
the first phase but also for the 
other phases which include a na- 
tional advertising plan and a long- 
range educational effort, a 


* * * 


New Microfilm Reader Coming 
From American Optical Company 
@ A new micro-film reader which 
permits both reading of 
16mm micro-film and copying of 
the film on photographic paper 
in less than two minutes — with- 
out the use of a darkroom — will 
soon be 


easy 


American 
Optical Company's scientific In- 
strument Division, Buffalo, N. Y. 


released by 


Developed after years of re- 
search, the new optical device 
incorporates several desirable 
features never before available on 
a micro-film reader, such as tex- 
ture-free projection screen, four- 
speed automatic transport, simple 
focusing and the 
elimination of film wear. 


adjustment, 


The reader is compactly con- 
structed of light and 
weighs approximately 70 pounds. 
It occupies only 16” x 23” of floor 
space, and because of silent ball- 
bearing casters can be moved 
quickly and easily. By means of 
three interchangeable objectives, 
the AO reader provides three mag- 
nifications, 14x, 20x, and 35x, 


metals 


photographed at standard reduc- 
tions. 








World Trade Means 


As 


1. The Marshall Plan for European Economic Recovery 


Such Issues 


2. Renewal of the Reciprocal Trade Agreements Act 
3. The International Trade Organization of the U.N. 


—means YOU 
Because Part of Every Dollar You Get Comes From World Trade 





A film program services RELEASE 


Acclaimed by education, business, labor, government, as an au- 
thoritative, stimulating treatment of a vital subject. Based on a 


Fund research survey, "Rebuilding the World Economy.” 


This 20-min. soundfilm, with discussion material, may be purchased 


for $57.50 or rented for $3.50 from these regional distributors: 


FILM PROGRAM SERVICES 


1173 Avenue of the Americas, N. Y. C. 19 


BAILEY FILM SERVICE 


2044 No. Berendo St., Hollywood 27, Calif. 


INTERNATIONAL FILM BUREAU 


84 East Randolph St., Chicago |, Ill. 


VISUAL EDUCATION, INC. 


Lamar and 12th Sts., Austin 21, Texas 


CALHOUN COMPANY 


10! Marietta St. N.W., Atlanta 3, Ga. 


Only original s . P . 
Fiberbilt Piste making it possible to obtain cor- 

bear this rect image size for documents and your local libraries and dealers 
TRADE MARK 
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PRO SPORTS PROMOTION 


Sponsor: Los Angeles Dons. Film: 
The Best in Football. Producer: 
Felevision Art Enterprises. 

*% We don't know which team 

started it but the Los Angeles 

professional football teams, the 

Dons and the Rams, are compet- 

ing for local club and sports audi 

ences on the screen as well as at 
the turnstiles, Both teams have 


pictures of their last season’s 


schedule which they are busy 
showing throughout the off-season 
to all kinds of groups in the 
Southern California area. 

In the case of the Dons at least 
one member of the team accom- 
panies the picture, gives a little 
talk and answers questions after 
the showing, It’s an excellent way 
of creating fans for the team and 
promoting attendance. 

The Dons’ picture of the 1946 
season was shown to 175,000 peo 
ple in the Los Angeles area, and 
the recently completed 1947 pic 
ture will probably show to 200,000 
or 300,000, 

Phe motion picture itself is very 
interesting to sports-minded audi 
ences. Treated in a semi-docu- 
mentary style, it shows what goes 
into the making of a professional 
team and includes a little talk by 
Don Ameche, 
club, on_s his 


president of the 
determination to 
bring good clean football and a 
winning team to Los Angeles. The 
film also shows highlights of the 
season's games, 

Ihe picture is 23 minutes long, 
in color, and contains many fine 
action shots. Distribution is re 
stricted to Southern California. 


THE MOOSEHEART STORY 


Sponsor: The Loyal Order of 
Moose. Film: The Mooseheart 
Story. Producer: Dudley Pic- 
tures Corporation. 

* This is an appealing film, done 

in documentary style. It tells the 

story of Mooseheart, the child 
city sponsored by the Loyal Or- 
der of Moose to care for,orphaned 
children of members of the order. 

The subject is a natural for 
good film treatment, and this pic- 
ture does it justice in a factual, 
informative way. The children 
are wonderful subjects, and their 
faces and behavior tell the story of 
successful care better than any 
number of words could do. 

Made primarily to inform mem- 
bers of the Moose clubs of the 
work that is being done, the show 
is also an excellent public rela 

tions gesture, and should be a 
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good fund-raiser for the project. 
Technical Notes: The picture is 
20 minutes, in color, well-written 
and photographed, and it has a 
good musical score. 

Distribution: By the Moose Order 
to its own lodges, and to the gen- 
eral public. Film should find a 
ready audience among all kinds 
of community groups for its heart- 
warming story, as well as among 
in and out of school social study 
groups for its presentation of a 
scientific program of child care 
and guidance on a mass scale. 


SADDLE HORSE PICTORIAL 


Sponsor: American Saddle Horse 
Breeders Association. Film: The 
Horse America Made. Produc- 


er: Dudley 

tion. 

* This is the story of the breed- 
ing and development of the Amer- 
ican saddle horse, a product of 
the blending of many old and 
new world strains and character- 
istics. It’s a picture for horse lov- 
ers of all kinds—for it’s full of 
beautiful horse-flesh colorfully 
photographed against _back- 
grounds from the blue grass of 
Kentucky to the sun-drenched val- 
leys of California. 

Distribution will be handled 
through the Saddle Horse Breed- 
ers Association to all interested 
groups. It is primarily a public 
relations picture, designed to pop- 
ularize the American developed 
breed, and as such has no direct 
sales angle to minimize its appeal. 


Pictures Corpora- 


TOP TOPIC 


find we can’t mention movies 
to anyone today without tele- 


vision creeping (or leaping) 
the conversation. 
don’t pretend to know how 
Db big this activity will get. It’s 
growing every day and changing 
every hour. 
know 


do 
WE large and small, are finding 


our talents and facilities ideally 


into 


that our clients, 





suited to the peculiar requirements 
of films for television use. 


find ourselves in a fortunate 
W position in this respect be- 
cause of our past experience with 
entertainment pictures. We offer 
sound theatrical showmanship, com- 


bined 
methods. 


invite 
about your problems. 


with 


efficient production 


you to consult us 


LESLIE ROUSH PRODUCTIONS, Inc. 


119 West 57th St. 


New York 19, N. Y. 


COlumbus 5-6430 





American Public Relations Assn. 
Holds Film Panel This Month 
@ There will be a panel on 
“Films” during the forthcoming 
International Public Relations In- 
stitute meeting of the American 
Press Relations Association. Eddie 
Albert, president of Eddie Albert 
Productions, will be chairman of 
the panel. An open forum will 
follow the panel presentation. 
* 7 +. 


CORRECTION: Two Films 
Credited to A. M. Corporation 
@ In the “Retail Visualizer” sec 
tion of the last number of Bust- 
NESS SCREEN (No. 2-Vol, IX; 
March °48) sponsorship of two 
supervisor training films—/t’s Up 
to You and More Power to You— 
was erroneously credited to the 
Bell Telephone Companies. 

Both these films were originally 
produced for AssociATED MER- 
CHANDISING CORPORATION by Car- 
vel Films, Inc., for Amc’s 24 affili- 
ated stores across the country. 
Since both filled a definite need in 
other organizations, they were re- 
leased for non-Amc retail and in- 
dustrial use. Although the Bell 
System companies use these films 
regularly, and in some cases lend 
them out, proper credit should 
have gone to the original sponsor. 

Other stores desiring to use 
these excellent productions should 
write to Associated Merchandis- 
ing Corporation offices at 1440 
Broadway, New York 18, N. Y. 

* * * 
NBC Announces Plans for Large 
Scale Film Library Operations 
@ Plans for the establishment of a 
large scale television film library 
and for the purchase of video 
films of all types were announced 
this month by producer JERRY 
FAIRBANKS, who has been ap- 
pointed official film buyer for the 
NATIONAL BROADCASTING ComM- 
PANY and its affiliates. 

Fairbanks, who now is screen- 
ing scores of pictures preliminary 
to setting up the library, plans to 
lease or buy outright for Nac and 
its afhliated stations film programs 
of every conceivable type, includ- 
ing comedies, heavy dramas, car- 
toons, westerns and shows suit- 
able for children. 

Appointment of Fairbanks as 
film buyer for NBc was made to 
create a centralized organization 
to service all Nsc stations. The 
move was prompted by complaints 
from affiliates that they were be- 
ing deluged by film salesmen and 
were unable to cope with the 
problem because of lack of experi- 
ence in motion picture matters. 
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Overseas Film Advertising 

Via Alexander Film Company 
@ ALEXANDER Fi_m Co., Colorado 
Springs, Col., is taking over direct 
handling of its overseas film ad- 
vertising operations, a function 
formerly handled through World 
Screen Advertising, Inc., now dis- 
solved. Alexander has acquired 
World Screen’s files and statistical 
data pertaining to foreign film 
ads, and will consolidate all ex- 
port business through its New 
York office at 500 Fifth Ave. 

J. D. Alexander, president of 
the Colorado producing company, 
announced that Walter Ellaby, 
former vice president and sales 
manager for World Screen, has 
been appointed export manager 
for the Alexander organization. 

Ellaby will continue his former 
work of contacting foreign repre- 
sentatives who have executed 
theatre agreements with more 
than 1,500 motion picture houses 
abroad. 

Alexander is currently servicing 
some 40 advertisers in the United 
States who have international as 
well as national distribution. Ad- 
vertising films designed for foreign 
audiences are produced at the 
Colorado Springs studios, and sub- 
sequently revoiced in foreign lan- 
guages in New York. 


ABC Signs Four Video Outlets 
@ The American 
Company’s television network has 
signed two-year affiliation agree- 
ments with four additional 
tions: WMAL-Tv in Washington, 
Wren-tv in Minneapolis, Wosv- 
rv in New Orleans, and KFMB-T\ 
in San Diego. 
ABC's network 
stations at the present time, Out- 
lets will be boosted to a total of 
20 when negotiations now being 
made with 10 other broadcasters 
go through. 


Broadcasting 


Sta- 


consists of 10 
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ECONOMICS OF RACING 








Sponsor: Hollywood Turf Club. 
Film: The Racing Dollar, Pro- 
ducer: Harry O. Hoyt Produc- 
tions. 

* The horse racing industry is 

continually being put on the spot 

by one pressure group or another. 

It was completely banned in Cali- 

fornia for 25 years from 1909 to 

1934. 

To prevent the recurrence of 
such a ban and to secure greater 
public good will for the sport, the 
industry has undertaken a large 
scale public relations program. 
The Racing Dollar produced for 
the Hollywood Turf Club is an 
important contribution to that 
program. 

Designed for showing to small 
town and rural audiences the film 
shows where the state tax-money 
from pari-mutuel betting goes. 
The Enabling act which legalized 
racing and betting in California 
also specified the uses to which 
the revenue should be put. Chief 
use was the promotion and de- 
velopment of agriculture, through 
grants to agricultural schools and 
colleges, state and county fairs, 
and for horse breeding. 

The picture shows the many 
fairs in the state, the improved 
crops and breeds that the racing- 
endowed prize money has pro- 
vided, and the agricultural schools 
that are largely supported by 
racing taxes. Racing itself is not 
forgotten in the film, but the 
emphasis is on reminding rural 
residents as voters of the benefits 
the racing dollar has 
them. 

Subject matter of the film is 
well chosen and interesting to its 
intended audience, as well as ap- 
pealing to their self-interest, It 
should do a very good public rela- 
tions job for the Hollywood Turf 
Club and the California racing 
industry as a whole. 


brought 


Technical Notes: The film is 30 
minutes long and a professional 
production throughout. The color 
photography is uniformly excel- 
lent. One unusual shot in the 
film is a 360 degrees pan follow- 
ing a race completely around the 
oval from the center of the track. 
Distribution: To all farm and 
small community groups in Cali- 
fornia, Available to any California 
group. Prints have been allocated 
for out of state use also, and more 
than a thousand showings are 
already booked for the balance of 
1948. It is being used widely by 
racing interests in ban areas, _ 


1948 





MR mente: 


abet 





HOLLYWOOD 


SARRA, 
Inc. 


CHICAGO 


NEW YORK 














Excellence... 


in films for the 


heatre 











B.K. BLAKE, Inc. 


subjects for Columbia Pictures Corp. every year. 
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AUDIO-VISUAL EQUIPMENT FOR 


Soundview Shows New Model 


for Automatic Slidefilms 

* A new and improved light 
weight model of the SOUNDVIEW, 
automatic sound slidefilm equip 
ment manufactured for the Auto 
MATIC PROJECTION CORPORATION 
by the Electronics Division ol 
Sylvania Electric Products, Inc 
was unveiled last month to users 
and producers nationally, 

The new models are now com 
ing olf a production line at the 
Eastern plant of the Sylvania 
company. sjoth automatic ad 
vance and manual film chang 
(with push-button control) are 
included as well as both 78 and 
3344 rpm operation. Other fea 
tures are a specially designed unit 
control board (see cut below) 
which contains volume, tone, 
push-button input, Manual-Micro 
phone-Automatic switch, speaker 
output, on-off, microphone input, 
and phonograph motor control. 

The entire unit weighs only 22 
pounds and is not much larger 
than a portable typewriter. 

Accessories available are a mi 
crophone, a light-weight convertet 
with carrying case for operation 
on DC current (Soundview 
models operate on AC current to 
save internal weight for limited 
DC field of use): A carrying case 
for this entire unit holds 16” 
records and has a special pocket 
for film cans, a slide adapter, ete, 

The automatic advance mech 
anism shown utilized high fre 
quency signals which were barely 
audible, if at all, and which ap 
peared to readily intermingl 


without interruption of speech o1 


music, Latest advice is that a low 
frequency signal will be optional 
if present industry efforts to ar 
rive at a single national standard 
tend in that direction. * 


Control panel of new Soundvieu 
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MODERN DESIGN 
FEATURES SOUND 
SLIDEFILM UNIT 
@ Streamlined and 
ymmpact as well as 
ht in weight, the 
Soundviceu 
uipment is piu 

d at right. En 


unit weighs only 


2? pounds and uti 
es both 78 and 


le discs. 


Technical data is 
provided in the col 


umn at left on page 


MN pevialties 


# UALVIA 


@ Printing ... Black and White or Color... 
Silent or Sound . . . Optical Effects . . . 
Long Lengths . . . Large or Small Orders 


@ Recording . . . Rerecording . . . 16mm. 
Film or Dise ... Seven Channels... Nar- 
ration or Synchronous Organ or 


Library Orchestral Music 


@ Complete Productions... Pre-priced . .. 
Quality Guaranteed . . . 8000 Square Feet 
Studio Space 


Eight floors of the finest facilities and 
equipment in the lomm. industry 
doing business with 71 industrial ac- 


counts and 67 other film producers. 








May we hear from you? 


THE CALVIN COMPANY 








NOS E. 15th STREET, KANSAS CITY 6, MISSOURI 





Daylight Printer Corp. Shows 
New, Inexpensive Film Printer 


@ New development in the mo- 
tion picture world is the Day- 
LIGHT PRINTER, versatile film print- 
ing machine which can be 
switched with a thumb twist from 
16mm silent to 16mm sound and 
from 16mm size to 8mm size single 
or double. It is the smallest and 
most inexpensive of any film 
printer made. 

Features of the Daylight Print- 
er include: pre-set light changes 
operating one scene ahead; black 
and white as well as color uses; no 
complicated threading parts, no 
darkroom activity other than load- 
ing of magazines. 

Four hundred feet magazines 
are interchangeable; speed is more 
than 2,000 feet an hour; the mo- 
tor is 1/50th horsepower; and the 
printer uses a 100 watt, inside 
frost D.C, lamp. A single driving 
sprocket insures smooth film flow. 

The printer is engineered to 
admit new combinations of filters 
for duplicating new Kodachrome 
stock. A fan motor in the base 
cools the light during lengthy 
runs, Available in a grey crackle 
finish, the unit weighs approxi- 
mately 50 pounds and measures 
12 x 12 x 18 inches. It is priced at 
$595 f.o.b. Burbank. For details 
write Daylight Film Printer Cor- 
poration, 251 W. 40th st., New 

* * * 


Jansen’s New Speaker Mounts 


@ Two new wall mounting enclo- 
sures, One for 8” speakers and the 
other for 6” speakers, have just 
been announced to the trade by 
JANSEN MANUFACTURING Co., Chi- 
cago. 

The Model H-81 Bass Reflex 
Sector Cabinet, for 8” speakers, 
fits anywhere—in 90-degree cor- 
ners, flat on walls, or at intersec- 
tions of wall and ceiling. They 
may be mounted singly, in pairs, 
or in clusters of four around a 
post, to attain wide angle distri- 
bution of sound. The cabinet is 
recommended for use with the 
Jansen Model P8-SH, though it 
will enclose any 8” speaker, and 
is formed of wood composition 
around a frame of hard wood. 
Finish is of brown opaque lacquer 
with chrome trim. It can be cov- 
ered with color to match the lo- 
cale of the installation. Height is 
2214”, width 1734”, depth 814”. 

Model J-61 is a peri-dynamic 
enclosure designed to house 6” 
speakers, especially Jansen Model 
P6-TH. This cabinet is finished 
in simulated brown leather with 
grained effect and chrome trim. 
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The “Movie Master” Speaker 
Movie-Mite Adds 10” Speaker 

@ Movie-Mire Corporation, Kan- 
sas City, Mo., is now offering a 
10” auxiliary speaker as an acces- 
with its 
sound 


sory item for use new 
Model 63LM projector. 
The offer is being made in re- 
sponse to user demand for a larger 
speaker for permanent, or semi- 
permanent, installations in their 
projection locations. 

The new speaker is a_high- 
quality, 10’ Alnico V, permanent 
magnet unit, housed in a leather- 
ette covered plywood case, com- 
plete with a 50-foot length of 
cable. The case is slightly nar- 
rower than that of the current 
Movie-Mite projector, but is 
matching in design. 


Growing Tele Field Widens 
Use of Rear Projection Screens 
@ THe Boppe ScREEN COMPANY, 
a pioneer manufacturer of plastic 
translucent rear projection 
screens, is already receiving evi- 
dence of a greatly increased mar- 
ket for rear projection screens in 
the booming television industry. 
Television requires rear projec- 
tion for viewing by audiences of 
any size, and the Bodde plastic 
screens are among the best mate- 
rials available for the purpose. 
Bodde Screens were used in the 
major installations for the Tour- 
nament of Roses Parade and the 
Rose Bowl football game tele- 
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vision audience showings  (re- 
ported in the last issue of Bust- 
NESS SCREEN) , a 12 x 16 feet screen 
in the Shrine Auditorium, and 
an 8 x 10 screen in the Hollywood 
Athletic Club. But television is 
far from the only application for 
the translucent The 
Bodde Company has been making 


screens. 


screens for process photography 
in Hollywood and _ professional 
studios throughout the world for 
many years. 

The screens are used in 
many indoor and outdoor adver- 
tising displays, such as the Pix- 
Ad sign on Times Square and the 
display unit in Grand Central 
Station. Largest screen of this 
type ever made was the 42 x 70 
feet installation in the Music 
Hall, New York. Bodde also 
makes powerful 2,000 and 5,000 
watt automatic 


also 


slide projectors 
for use in spectacular displays. 


* * * 


New Manual Attachment for 
Sound Slidefilm Projection 

@ Another weapon in the battle 
to relieve harassed sound slidefilm 
audiences of the annoying bongs, 
beeps, or bells which precede each 
frame change (BusINEss SCREEN, 
No. 2-Vol. IX, March °48) has 
just been released. Marketed by 
SILENT Q Associates, New York, 
the new product is a device which 
attaches to any standard sound 
slidefilm projector, and may be 
had in two versions, either man- 
ual or automatic. With the man- 
ual version only the operator 
hears the change-over signal, with 
the automatic nobody hears it. 

Although no details of the con- 
struction or Operating principle 
of the new device have yet been 
released, its backers claim it is un- 
like other “silencers” in that there 
is no pause in the sound and con- 
sequently no loss in the effective 
length of the recording. The man- 
ual version will sell for a few dol- 
lars per unit, and (its owners say) 
may be attached in less than a 
minute to any standard projector 
without the use of tools. 

In addition to the fact that the 
Silent Q does not render exist- 
ing projection equipment obso- 
lete, other advantages are claimed 
for the product: 1) old recordings 
may be re-recorded to incorporate 
the new system; and 2) the pro- 
jector may be used for ordinary 
standard type recordings without 
removing the attachment. 

For further details and price 
information write directly to Si- 
lent Q Associates, 500 Fifth Ave., 
New York City. 
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Adaptations of All-Purpose Model 
from basic 
may be purchased individually. 


FROM 3% x 4 DOWN TO 2 x 2 (35mm.) SLIDES PLUS FILMSTRIP 


ANOTHER 


DOUBLE 


GoldE ALL-PURPOSE now brings you 
unmatched versatility in high efficiency, 
long range projection of color and black 
and white slides plus filmstrip. More 
light per watt... yet cooler! Attractively 
priced. Immediate delivery. 


Write for Bulletin No. 473 
GoldE units which 


GoldE Manufacturing Co. 


1220-B W. Madison Street, Chicago 7, U.S.A. 


All-purpose war: Projector. 





BLOWER COOLED 


for Safer, More Brilliant Projection 













































Excellence and Efficiency 
in films for INDUSTRY 


* “Springtime Is Egg Time” (Standard Brands Inc.) 
“It is indeed a most excellent film and I know it will 
be of great assistance to our sales organization.” 


Joseph A. Lee 
Vice-President 


(Our fifteenth production for Standard Brands, Inc.) 


* “Builders of Peace” 
(N. W. Ayer—The National Guard) 
“a an excellent job . . film has done yeoman 


service for The National Guard.” G. D. Gudebrod 
Director Television and Motion Picture Bureau 


(Also for N, W. Ayer: “Magic Stone’ (DeBeers) 
“Of Men and Wings” (United Air Lines). 
* “Life With Elsie” 


(Borden Farm Products) 
. . film is doing a terrific job of consumer educa- 


tion for us John Dobson 


Mer. Adv. and Sales Promotion 


(Ten vears of Blake Productions for Borden) 


b. K. Blake, Ine. has been producing out- 


standing films for the most progressive organiza- 
tions in the country for more than 35 years. 


AND THAT'S NOT ALL 
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H. V. Somerville Heads RCA 

Sound and Visual Department 

@ H. V. SOMERVILLE, until recent 
ly manager of Rca Vicror Divi 
sion’s East Central region, has 
been transferred to the home ofhice 
in Camden, N.J., to head sales 
and merchandising operations for 
the newly created Rca Victor De- 
partment of Sound and Visual 
Well-known in the 
sound equipment field, the new 
department chief joined Rca in 


Products. 


1928, and has since engaged in 
various sales, engineering, and 
distribution activities. 

Somerville’s successor as East 
Central regional manager at the 
Cleveland office, will be L. E. 
SWANSON, mid-west merchandising 
and sales-promotion executive. 
Swanson has been associated with 
Montgomery Ward Co. in various 
capacities, most recently as region 
al manager in Kansas City and 
Chicago. 


NAVED Moves Headquarters 
Office to Suburban Chicago 

@ The NATIONAL ASSOCIATION OF 
VisuAL EpUCATION DEALERS has 
completed the removal of its of- 
fices to 845 Chicago Ave., Evans- 
ton, Illinois. Previously NAvep 
general offices were located in Chi- 
cago’s “Loop” area at 431 South 
Dearborn street. 

Don” White, NAVED executive 
secretary, announced that the 
move was made in order to pro- 
vide space for expanded services 
to members, and to reduce operat 
ing costs which had been steadily 
increasing at the 
previous location in downtown 
Chicago. The new quarters are 
considerably larger and have am- 


Association's 


ple space for the complete multi- 
graphing, mimeographing, and 
bulk mailing equipment which 
has been installed. A conference 
room is included in addition to 
the increased office space, 

The new NAvep offices are easily 
reached from Chicago via either 
the “El” Rapid Transit Lines, o1 
the Chicago & NorthweStern Rail- 
road. The Main Street stations 
of both these lines are just across 
the street. Don White has ex 
tended a cordial invitation to all 
members and friends of the As- 
sociation to visit and inspect the 
new location. 

* *« &* 
@ Details on the new Blue Book 
of Audio-Visual Equipment are 
being forwarded to all manufac- 
turers and dealers currently by 
NAVED offices. 
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Business Screen EXECUTIVE 





HARMONY Reicns At NAvep REGIONAL MEETING: Front row: (1 to r) J. Mazza of 
Springfield, Mass.; Dick Phillips, Ampro; Russell Yankie, Natco’s Educational Direc 
tor; Bill Kruse, Vice-Pres. United World Films; Erv. Nelsen, Ampro’s Educational 
Director; Mrs. J. P. Lilley, Harrisburg, Pa. dealer; Gil Heck, DaLite Screen Asst. 
Sales Mer.; and Don White NAVED. Back row: (l to r) Sullivan Richardson, 
Viking Pictures; Toby Chandler, Movie Center, Washington, D.C.; Howard Karp, 
Natco; and Murray Goodman, Sales Mer. Castle Films. (Photo by Bob Hall, DaLite.) 





Announcing... 
NEW MODEL 63LM 


Underwriters’ Laboratories 
Listed 
Push-pull Miniature 
Tube Amplifier 


New Low Price 


DAG" 


MOVIE-MITE 


16mm Projector with DUAL SPEED for Sound or Silent Films 


Entire projector weighs only 26 pounds . . . complete 
with speaker, in one case only, 8x114x15% inches in 
size. Exceptionally well machined . . . rugged . . . 
produces beautiful, sharp and steady picture with un- 
believable sound movement and quality for both voice 
and music reproduction. 

Being used for audiences up to 100 people, on screens 
up to 72 inches, in darkened rooms. Reel capacity 
2000 ft. Universal A.C. or D.C. 105-120 Volt operation. 

Commercial model has small screen for desk top 
showing . . . same new low price. 


Write for com- 
plete details. See 
your industrial 
film producer for 
demonstration. 


Oh Alta he ee) i te) Fy Nile). 


Peerless Film Processing 
Service Announces New Setup 


@ PEERLESS FILM PRocEssING Cor- 
PORATION now offers direct under 
the Peerless without the 
use of the Vaporate Company as 
its sales agency, the film treat- 
ment widely known in the mo- 
tion picture field. The Peerless 
process, which extends useful film 
life, is available at its processing 
plant at 130 W. 46th St, New 
York, and also at numerous com- 
mercial laboratories throughout 
the country where equipment has 
been installed, 


name, 


DETAILS OF PEERLESS SERVICE 
@ The number of days one print 
of a film can be shown often de- 
termines profits from motion pic- 
ture showings. Only a few years 
ago 75 playing days was consid- 
ered a good average for one print. 
But today through use of the 
PEERLESS film treatment, the num- 
ber of showings are being in- 
creased, 

In a recent test covering 94 
prints of a feature picture given 
the PEERLEss treatment, the aver- 
age playing days reached 123. 
Average number of showings per 
print was 369, At the conclusion 
of the test 17 prints were still in 
good condition, 57 in fair condi- 
tion, and 24 in poor condition, 

The treatment reduces suscep- 
tibility of film to scratches and 
damage from handling, and pro- 
vides protection against climatic 
changes. It applies to any film 
base material—negative, positive, 
color or black and white. Tests 
being conducted now seem to in- 
dicate that the treatment is par- 
ticularly applicable to color films 
and slides since the toughening 
process inhibits the entrance of 
moisture in the gelatin which ac- 
celerates fading of the dyes. 

In the PEERLEss process, the 
reels of film without being un- 
wound are placed in a vacuum 
chamber, Chemical gasses are in- 
troduced to penetrate between 
the convolutions of the film. 
These gasses toughen the gelatin 
without loss of flexibility and re- 
place excess moisture of the green 
emulsion with internal lubricants 
reduce between 
emulsion and base. Other vapors 
are then introduced to lubricate 
the film surface for freer passage 
through the projector. 


sO as to stress 


* * & 

@ The Audio-Visual Projection- 
ist's Handbook, widely used in 
education and industry, is now 
available via Business SCREEN. 
$1.00 per copy. 
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Eastman Color Authority to 
Address SMPE on May 17-21 

@ Ravpu M. Evans, superintend- 
ent of all color film and print 
processing at EAsrtMAN Kopak, 
Rochester, N. Y., and one of the 
foremost color authorities in the 
United States, will deliver the fea- 
ture paper on colgr at the 63rd 
semi-annual convention of the So- 
CIETY OF MOTION PicTruRE ENGI- 
NEERS to be held May 17-21 at the 
Ambassador Hotel, Santa Monica, 
California. 

Evans’ paper will deal with the 
“psycho-physics of seeing,” a dis- 
cussion of strange tricks performed 
by the eyes, which, although ob- 
serving one color, are influenced 
by surrounding colors and points 
of reference to see a different col- 
or or a distortion of the actual 
hue. The paper will consider this 
physiological phenomenon in re- 
lation to various objects seen and 
used in everyday business, 
trial, and home life. 

The Eastman Kodak executive, 
chairman of the motion picture 
industry's delegation to the In- 
ter-Society Color Council, is cred- 
ited with some 20 patents relating 
to color photography and author 
or co-author of 15 significant scien- 
tific papers on the subject. He is 
a graduate of Massachusetts In- 
stitute of Technology 
done research work for Fox Film 
Corporation, 20th Century-Fox, 
and DeLuxe Laboratory, New 
York. 

The color sessions will serve 
with the television sessions as 
high points of the Smpe conven- 
tion, and will include papers by 
other experts from Eastman Ko- 
dak, the Inter-Society Color Coun- 
cil, the University of Cincinnati, 
Max Factor, Inc., Ansco, and the 
University of Southern California. 


indus- 


and _ has 


Society of Tool Engineers 
Names Owen Education Head 


@ Hatsey F,. Owen, professor of 


industrial engineering at Purdue 





Go Forward With 


FORWAY 


“The Little Giant” 
xk kk * 
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University, Lafayette, Ind., has 
just been named chairman of the 
national education committee of 
the AMERICAN Society of Toor 
ENGINEERS. The appointment was 
announced in Cleveland by new 
AsTeE president IRwin F. HOLLAND, 
at the Society’s 16th annual mem- 
bership meeting. 
Holland stated that Dr 
committee 


. Owen's 
is considered one of 
the most important in the Society. 
Rapid strides,” he said, “must 
be made in the whole field of edu- 
cation, especially in its technical 
phases, if industry is to keep pace 
with scientific progress and devel- 
opments. We are extremely for- 
tunate in having an outstanding 
educator from one of America’s 
top-ranking engineering schools 
to head up our program.” 
* * * 

National Board of Review 

Points Up Need of Atom Films 
@ Members of the National Board 
of Review Motion 
recently went on record in 


Pictures 
New 
York City as advocating more ex- 
tensive production of documen- 
tary films. 

The occasion was the 39th an- 
niversary conference of the board, 
Recommendations urged “the in- 
creased use of documentary mate- 
rial in feature films,” and em- 
phasized that the Atomic Ener- 
gy Commission should solicit the 
cooperation of the film industry 
in explaining the essential facts 
about atomic energy to all levels 
of the population. 

Dr. Philip M. Morse, director 
of the Brookhaven National Lab- 
oratory, indicated that it was im- 
portant for the public 
the understanding that 
laboratories will not 
gadgets or bombs. He 
they will eventually bring 
worthwhile uses of 
energy and that the public should 
ke well informed about the 
periment, 

The Very Rev. Charles E. McAl- 
lister, dean of 
dral, Spokane, 
a documentary 


of 


to gain 

atomic 
produce 
that 


about 


said 


many atomic 


eX- 


John’s cathe- 
Wash., presented 
film which indi- 
cated four aspects of discussions 
the use of atomic in 
warfare: whether a nation has the 
right to use the bomb to save the 
lives combatants; whether it 
is wrong to kill defenseless per- 
sons; whether the 
used to end war, and whether the 
inhuman. 


oi bombs 


of 
bomb can be 


bomb makes war more 

+ * * 
@ A new Sports Film Guide, list- 
ing nearly 800 available titles in 
all sport fields, is available at 25<« 
from BusINESss SCREEN, 
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HOUSTON MODEL 11-B 
FILM PROCESSING MACHINE 


Important improvements of this new 16 mm Film Processing 
machine by Houston bring even greater adaptability now 
than ever before. That’s why film technicians turn to Hous- 
ton-built equipment first. 

* CLUTCH MECHANISM furnishes constant film tension to provide full 


compensation for stretch and contraction. 


* REPLENISHING TANKS automatically keep developer, 
solutions at constant strength with full thermostatic 


* OVERFLOW DRAINS on tanks 
replenishment is added. 













































hypo and bleach 
temperature control. 


maintain constant level of solution as 


* New Model II-B may be easily modified to process 9.5 mm or 8 mm 
film. 


There is a Houston machine to meet ycur requirements in 16 
mm or 35 mm, black-and-white or color. 


Foldey 


THE HOUSTON 
CORPORATION 
11801 West Olympic Blvd. 
Los Angeles 25 
Calif. 
EASTERN OFFICE 
George Lawler 
THE HOUSTON CORPORATION 
1819 Brocdway, New York City 


Suite 206 COlumbus 5-8591 


Write for Desc riptive 


Houston 


LARGEST PRODUCERS OF 


PRINTERS, CRANES; LABORATORY EQUIPMENT 


| » Excellence, Efficiency 
and ECONOMY 
| in rilms for TELEVISION 





“Sport Sparkles” (Canada Dry) 
; establishes a new high in quality for television 


commercials ... W. H. Vilas 


Motion Picture Dept 
J}. M. Mathes 


| B. K. Blake, Ine. ; is at present rene 


| four series of films designed specifically for televi- 
| sion. 
| 


Director Television and 








. AND THAT'S WHY 











Lou KELLMAN 
on location for 


al camera) 
base ball 


and W 


training 


ORR 
filins 





Baseball Training Camp Films 
Produced as Video Package 








@ The baseball training camp film 
currently 
13 television 


scries sponsored ovel 


stations from 
to coast by Philco Radio Corpora 


tion and its local dealers, is proot 


coast 


of the speed and efhciency with 
which a modern commercial film 
studio can turn out a complete 
video “package” —and on extreme 
ly short notice. 

Ihe series of nine films on the 
Major training 
camps in Florida, first ever made 


League spring 
exclusively for television use, was 
prepared in just three weeks’ time 
through the 
ot News-Reel Inc., 
Philadelphia producing outfit. 
Lou Kellman, News-Reel Lab's 
manager, personally directed the 
camera work on a_ whirlwind 
2,500-mile tour of the Florida ball 
camps. His exposures were rushed 
back to the Philadelphia studio 
where the staff worked the clock 
around editing the film, writing 
and recording sound, and assem 
bling the pictures and sound 
tracks into the final “packages”. 
Nearly 100 prints 
pressed to 
the 
eous release. 
The 
covering all the Major 
training Florida—is 
being aired weekly ove 
stations in New York, Schenectady, 
Philadelphia, Washington, Balti- 
more, Detroit, Cleve- 
land, Cincinnati, Milwaukee, 
Minneapolis, St. Louis; and Los 
Angeles. On each film introduc- 
tions are narrated by Philadelphia 
sports-writer Stan Baumgartner, 
and running commentary deliv- 
ered by Bill Slater. Wallace Orr, 
former vice-president of N. W. 
Ayer & Son, and a pioneer figure 


facilities 
Laboratory, 


combined 


were air-ex- 


television stations 


across country for simultan 


series of nine telecasts 
League 
camps in 


twice 


Chicago, 


in sports television, supervised all 
phases of production. 

“It was a_trail-blazing 
Kellman said on his return to 
Philadelphia, “‘and it required al- 
most split-second timing between 


job,” 
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Video Film Production on Upgrade 


* INCREASING AUDIENCE BRINGS SURGE OF SPONSORS «+ 


our cameramen in the field and 
technical staff at But 


it does prove that a complete tele- 


oul home. 
vision package can be wrapped up 
and delivered on schedule by the 
combined facilities of a modern 
motion picture studio, 

“We 


cration 


received wonderful coop- 
from the ball clubs,” he 
remarked, “although the weather- 
man crossed us up a couple of 
really rac- 


day of 


times. Since we were 
rain 
gave us quite a headache, but for- 
tunately fast work and complete 


equipment enabled us to finish 


ing the calendar, a 


the job on time.” 

Kellman added that final prints 
of the edited films have been 
presented to each of the ball clubs 


whose camps are featured. These 


are: the New York Yankees, the 
Philadelphia Phillies, Philadel- 
phia Athletics, St. Louis Cards, 
Washington Senators, Boston 
Braves, Boston Red Sox, Detroit 
Tigers, and Cincinnati Reds. 
Ihe films themselves are excel- 
lent and show most of the pitch- 
ing and infield action in slow 
motion so that the baseball fan 
gets a real close-up, Some particu- 
larly successful shots were taken 
in locker rooms, on rubbing tables, 
and on the bench—places the 
average fan never sees. Each unit 
in the series runs 10 minutes. 
WFIL, Philadelphia Television, 
Names Program Manager 
@ Announcement that Herbert K. 


Horton has been named television 


TELEVISION 
SALES FILMS 


—designed for the special requirements of television 


—that have the exact contrast range for the ultimate 
in quality on the television screen 


—that have animation, stop motion and clever special 
effect treatment to catch the eye 


—that entertain and also sell your product. 


Films made to order for television 
by the creators of the unusual in 
motion pictures. 


LOUC 


245 WEST 55 TH 


MOTION 


ST. 
PICTURES 


SLIDE FILMS ° 


‘NORLING 


NEW YORK 


CITY 


SINCE 1923 


program manager for Philadel- 
phia’s Writ has been made by 
Roger W. Clipp, general manager. 

Kenneth W. Stowman, televi- 
sion sales manager for WFIL, was 
guest speaker at a dinner given by 
the Advertising Club of Baltimore 
on April 26. He discussed the use 
of films in television and the op- 
eration of WFIL-Tv’s outstanding 
news show, the Philadelphia In- 
quirer Television Newsreel, which 
was voted the first “Headliners’ 
Medal” ever given to a television 
news program by the National 
Headliners’ Club. 


WPIX, New York, Enlarges Film 
Department With Specialists 

@ James S. Pollak, manager of the 
New York News’ television sta- 
tion Wre1x, has announced that 
JosepH A, JoHNsTON, former 
MGM newsreel script editor, has 
been appointed director of the 
station’s newsreel editing depart- 
ment. Johnston scripted MGM's 
News of the Day for six years, He 
also was an RKO-Pathe News 
writer and editor, and he edited 
short subjects and documentaries 
for Columbia Pictures. 

‘Two other appointments were 
also announced: THEODORE MAr- 
Kovic has been named 
manager of the film department 
and Rosert B. Noack has been 
appointed film service supervisor. 

Markovic was former newsreel 
editor for Wess-tv. During the 
war, he was assigned to the U.S. 
Signal Corps where he produced 
and directed training films. He 
prepared the “Staff Report of the 
War Department” which was used 
as the basis for official army news- 
reels in combat areas. 

Noack was film editor and su- 
pervisor of WMAL-TV until he 
joined Wrix. He also acted as 
producer and coordinator of pro- 
grams for the Washington sta- 


assistant 


tion. 


Transfilm Completes Film Series 
for Camel Television Program 


@ TRANSFILM, INc., New York, 
has completed the first series of 
television film 
Camel cigarettes, considered to be 
the most expensive and elaborate 
video film spots produced thus 
far. Transfilm holds the produc- 
ing contract from J. Walter 
Thompson, agency for R. J. Rey- 
NOLDs Tosacco Co, 

The 12 films in the initial 
series were directed by Marvin 
Rothenberg of the Transfilm or- 
ganization, who is scheduled to 
direct a similar series featuring 
Mott’s Apple Juice. 


commercials for 
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New Eastman Kodak Laboratory 
Net Up for Study of Television 


« WILL TEST FILM REQUIREMENTS FOR VIDEO - 


@ In order to study films for 
television more thoroughly, the 
EASTMAN KopAk COMPANY has 
set up a new laboratory for just 
that purpose, Dr. Cyril J. Staud, 
director of Kodak’s research lab- 
oratories, said that the laboratory 
is studying the photographic prop- 
erties of images on film and the 
relation of these properties to 
images on television screens. 

Dr. Staud said, “Our tests so 
that motion picture 
prints developed to give good 
quality on motion picture screens 
will also give satisfactory images 
when transmitted and shown on 
television screens.” 

He indicated that the Kodak 
laboratory would study films for 
producing advertising shows, for 
photography of the images on the 
iclevision and for news- 
reel and related uses where high 


far show 


screen, 


speed processing is essential. He 
said that the laboratory 
would extend its research even- 
tually to actual televising of live 
shows within the confines of the 
lab’s experimental circuit, as well 
as to consideration of additional 
films for television use. 

T. Gentry Veal, in charge of 
the television research for Kodak, 
said that while a television system 


also 


has a restricted brightness range 
of not more than 50 to 1, and 
between closely adjacent picture 
elements the maximum contrast 
may fall as low as 10 to 1, it can 
still reproduce adequately the 
brightness range present in the 
subject matter being televised. A 
reproduced picture may give a 
pleasing appearance and good 
contrast even though the absolute 
range of brightness is restricted, 
he added. 

Commenting on films now in 
use, Veal said that a survey of 
audience reaction has indicated 
decided enthusiasm for televised 
films. 
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Super Suds Television Film 
In Production at Transfilm 


@ MArvIN ROTHENBERG will di- 
rect Super Suds, new television 
film for TRANSFILM, INc. The com- 
mercial will be based on the na- 
tional stunt which 
proved that the suds from a box 
of Super Suds would fill a 15-ton 


truck trailer. 


publicity 





VALENTINO SARRA (center) and Bob Jenness (right) are glimpsed 
during production in Sarra’s N.Y, studio of new “three-dimensional”’ 
Luckies video commercials. 


Sarra Television Commercials Set a Standard 


@ SARRA, Inc. has included among 
their recent releases the first of a 
series of black and white third 
dimensional animated film 
mercials, especially prepared for 
television, for the American To- 
bacco Company, together with a 
production story, filmed at Wil- 
low Run, for the Kaiser-Fraze1 
Car Company. 

The Kaiser-Frazer pro- 
duced by Cullen Landis, Director 
of Motion Pictures for Sarra, has 
been appearing on Sunday eve- 
nings as a commercial announce- 
ment on the K-F sponsored Major 
Bowes Amateur Hour over Wasp, 
New York. 

The Lucky Strike commercial, 
produced in Sarra’s New York stu- 
dio, represents the coordinated 
efforts of John Boor, of American 
‘Tobacco, John Freese, of Foote 
Cone & Belding, Valentino Sarra 
and Bob Jenness, who is creating 
and directing the program for the 
Sarra organization. 


com, 


spe 1, 


Squads of marching Lucky 
Strike cigarettes burst from the 
background of a tobacco leaf and 
perform intricate maneuvers to 
the tune of a snappy martial air 
with the familiar announcements 
of Basil Rysdale and Andre Ba- 
rouch in the background. 

Extensive tests were conducted 
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by Valentino Sarra and Director 
Bob lighting effects 
and background created expressly 
for the video medium. For ex- 


ample, a rough, contrasty back- 


Jenness for 


ground of finely corrugated wood 
was discovered to be far superior 
neutral shade of board o1 
As the video receiver frame 


to a 
cork, 
usually contains a narrower angle 
of view than the film frame being 
televised, action in the Lucky com- 
mercials is confined to center por- 
tions of the frame during photog- 
raphy. Extra footage is photo- 
graphed to allow for fades and 
smooth transitions at the begin- 
ning and end of the show. 

The Lucky Strike commercials 
have been used many times on 
New York stations as well as 17 
other stations throughout the 
country, 

(All Lucky Strike television ac- 
tivity has recently been assigned 
to N, W. Ayer & Co.) 


Variety Accolade to Luckies 
@ VARIETY commenting recently 
on a Lucky Strike television show 
(Wasp—New York) said that the 
commercial was one of the best 
parts of the program, Other video 
critics have praised Luckies for 
taking the lead in smart visual 
selling. 












SHOwsS FILM 


WGN-TV PROJECTION 


via special projector in Chicago 
setup. GE television film camera, 
which receives image from the 
film and “takes” the picture which 


televiewers see, i in foreground, 


Manufacturers and Retailers 
Get a Special Demonstration 


@ Amos Parrish 


cooperation 


Consultants, in 
with the National 
Broadcasting Company television 
staff, presented a special television 
program to more than 1,000 man 
New 
\pril 


ufacturers and retailers at 
York’s Waldorf-Astoria on 
16th. 

The show used prepared films 
and live programs together to 
demonstrate how various products 
could be presented effectively on 
One 
mechanical 
worried about their competition 


from ‘Trifari simulated pearls. 


television, commercial 


showed two Oysters 


This show opened with a scene 
and female 


oysters discussing thei 


between the male 
problem 
then shifted to a display of the 
pearls with the male oyster’s voice 
in the background describing thei 
features to his mate. 

A filmed Good 


Housekeeping laboratories was 


visit to the 


used to show the significance of 
the Good Housekeeping Seal of 
Approval, An elaborate filmed 
fashion show covering accessories, 
costumes and bathing suits was 
used for a lead-in for Leed’s coat 
dramatic skit. 

Another sequence utilizing film 
demonstrated the versatility of the 
All com- 
mercials and an opening news 
cast were woven into the over-all 


Hoover vacuum cleaner. 


theme of television's effectiveness 
as an advertising medium. 


RCA Holds Technical Institute 
for Video Technical Workers 


@ In the third week-long technical 
clinic of its type, broadcast engi- 
over the United 
States and Canada gathered in 
(CONTINUED ON THE NEXT PAGE) 


neers from all 
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The Portable Pulpit 


“ . the Portable Pulpit opens up an entirely new and interesting tech 
nique in the field of visual training,” says a national training expert. 


@ The Portable Pulpit enables you 
to read text for films or slides in a 
darkened room, while facing your 
audience. 


@ By pressing a button switch, the 
speaker flashes the light in the Por 
table Pulpit as a signal to the person 
operating the projector for the next 
picture, without distraction. 

@ With an eleven-foot extension 
cord, the Portable Pulpit can be 
plugged into any convenient outlet. 
There are no batteries to give out 
or replace in the middle of a presen- 
tation. 


@ Made of aluminum in attractive 
black wrinkle finish, the Portable 
Pulpit is very light in weight and 
easy to hold in one hand. A hooded 
lamp using a standard 15-watt bulb 
furnishes light for the speaker’s text, 
which is held in place by a sturdy 
spring-controlled clamp. 


@ Thousands of Portable Pulpits 
are in use by speakers and educators, 
in many fields of visual training 

because the Portable Pulpit adds to 
the effectiveness of every presenta- 
tion in which strip films or slides 


are used. 


$12.50 each. Quantity discounts furnished on request. 


Mail orders to: Oravisual Company, Inc. 


25 Margmere Drive 


c Fairfield, Conn. 


The Audio-Visual 


Projectionist's Handbook 


A Graphic Illustrated Color Guide to Best 
Principles of Good Business Showmanship! 


Here is the graphic, illustrated color guide to good show- 
manship and correct operation of all types of audio and 


visual equipment. 


Now being widely used throughout 


industrial, school and church fields, Best operator train- 


ing manual now available. 


I'wo-color diagrams and lesson pages show every step 
in good presentation of all types of audio-visual mate- 
rials. Excellent charts show how to avoid film damage; 
also provides trouble check-list on 16mm sound motion 
picture equipment for field use. Equip all your operators. 


Price One Dollar, Postpaid 


AUDIO-VISUAL PUBLICATION HEADQUARTERS 


812 N. 


DEARBORN STREET, CHICAGO (10) 


(CONTINUED FROM PRECEDING PAGE) 
Camden, N. J., in late April to 
participate in an intensified tele- 
vision technical training program. 

The program was conducted by 
the RCA Engineering Products 
Department and was designed to 
acquaint broadcasters with the 
design, operation, and 
maintenance of the latest televi- 
sion equipment, 


theory, 


To familiarize engineers with 
the programming opportunities 
afforded by the use of motion pic- 
tures, RCA arranged several ses- 
sions on television film projection. 

As a special feature of the clin- 
ic, IT. Gentry VEAL, head ol 
Eastman Kodak's television lab- 
oratories, discussed the technical 
aspects of pictures and the most 
effective techniques for processing 
film for presentation over the air. 

According to M. A. Trainer, 
manager of the RCA television 
equipment section, another train- 
ing clinic of this type will be con- 
ducted on the West coast immedi- 
ately following the May conven- 
tion of the National Association 
of Broadcasters, 


A.T.&T. Files Network Rates 
As Video Goes Commercial 

@ Rates for television network 
facilities, to become elective this 
month, have been filed with the 
Federal Communications Com- 
mission by American Telephone 
& Telegraph Co, thus putting 
the growing web of Bell System 
video channels on a commercial 
basis. At present, facilities are 
available to broadcasters free of 
charge combined At«&1 
coaxial cable and radio relav svs- 
tem between Boston, New York, 
Philadelphia, Baltimore, 
Washington. 


over a 


and 


Under the proposed rates, a 
television channel between two 
cities will cost the broadcaster $35 
a month per airline mile for eight 
consecutive hours each day, and 
$2 a month per mile for each 
additional consecutive hour. For 
occasional or part-time service the 
rate will be $1 per airline mile 
for the first hour of broadcasting 
and one-fourth of that amount for 
each additional 
minute period, 


consecutive 15- 


Charges for the use and main- 
tenance of terminal equipment 
w:ll run at $500 a month for 
stations connected with the net- 
work for eight consecutive hours 
daily, and $200 a month, plus $10 


* Television Facilities Widen Horizon 





per hour of use, for stations re- 
quiring only occasional network 
service. 

Rates now in effect for conven- 
tional sound or “audio” broad- 
casting will apply for the separate 
sound channel needed for a com- 
plete video program. 


Producer Expands Tele Picture 
Facilities in New York Area 

@ A move to expand television 
film production facilities, and to 
consolidate film editorial and ex- 
ecutive departments in new offices 
at 1600 Broadway, has just been 
completed by AMERICAN FILM 
Propucers, New York. 

Previously located in the Em- 
pire State Bldg., the administra- 
tive and executive functions have 
now been transferred to the 
Broadway address where Ameri- 
can Film maintains editing and 
preview facilities. More rapid and 
economical production is expected 
as a result of the coordinating 
move. The new quarters include 
special facilities and equipment 
for shooting video commercials. 

American Film's latest produc- 
tion, completed just before the 
move, is Summer Camp, a 20- 
minute sound-and-color motion 
picture sponsored by the U.S. 
Army's Signal Corps to dramatize 
the fun and purpose of ROTC 
summer camp activities. It was 
filmed on location during the en- 
tire 1947 camp season at Camp 
Wood and Port Monmouth, N, J. 





PRECISION 


OPTICAL PRINTING 


Complete Optical Printing Service 
by expert technicians with years of 
Major Studio Experience. 


COLOR-B&W i16mm-35mm 
BLOW-UPS REDUCTIONS 


@ 35mm Ansco Color theatre prints 
from 16mm Kodachrome. 
Kodachrome Printing Masters 
complete with all special Optical 
Effects, and corrections. 
35mm blow-up work prints from 
16mm originals. 

Special printer for handling old 
and shrunken film. 

Television film service. 
Separation negatives for any 
color process. 

Our Optical Printer can solve many of 

your editorial and photographic problems, 

by the use of such mediums as frame se- 


quence alteration, optical zooms, quality 
and color correction, blow-ups, etc. 


FILMEFFECTS of Hollywood 


1153 N. Highland Avenue, 
Hollywood 38, California 


Equipped with the Academy-Award-winning 
ACME-DUNN 35-16 Optical Printer 
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DuMont Engineers Cite Fiim 
Transcriptions for Networks 


@ Successful network television 
rebroadcasting can be accom- 
plished via film transcriptions. 
Chat is what two DuMont engi- 
neers, Dr. Thomas T. Goldsmith 
and Harry Milholland, told the 
recent television symposium in 
Cincinnati, 

Goldsmith and Milholland de- 
scribed the electronic and camera 
equipment for recording televi- 
sion sight and sound on film, with 
the picture being made directly 
from the face of the cathode-ray 
tube. They discussed the applica- 
tion of the technique with regard 
to documentary recording, net- 
work syndication use, and theatre 
television, 

Said Goldsmth: “ 
tions may be 


Tele-transcrip- 
used for rebroad- 
casts, for promotional advertising, 
for criticism of program tech- 
niques, and for legal records.” 
Pheatre television is an important 
use too, he said. For example, 
theatres can now use either 16mm 
or 35mm film and a_ process of 
rapid development for immediate 
projection in a minute or less aftet 
reception. 

Great interest has been evi- 
denced by theatre owners all over 
the country over the future use ol 
television for filming purposes 
They see the possibility of bring- 
ing current events to the local 
screen in much shorter time than 
is now possible. 

Recent example of the use of 
television for theatres was the 
filming of the Rose Bowl game off 
the master tube at station KTLA 
in Los Angeles. Before a meeting 
of Southern California theatre 
owners, James Nicholson, partner- 
operator of the Pickfair theatre, 
screened a l6mm print of the 
game only a few hours alter it was 
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Television Networks Look to Films 


over. His theatre received its reg- 
ular newsreel print three weeks 
after the television film had been 
shown. 

VIDEO IN MIDWEST 


Canada Dry Film Series Via 
WBKB During Baseball Season 

@ Entering Midwest television lor 
the first time, Canada Dry Ginger 
Ale Inc., has contracted for a se- 
ries of one minute spot announce- 
ments on Paramount 
Wsks, Chicago, The spots screen 
a series of six one-minute “Movi- 
entitled Sport Sparkles and 
featuring Canada Dry Sparkling 
Water. They are being placed be- 
fore and after half of the 
baseball games of the 
Cubs. 


, 





station 


ettes” 


77 home 
Chicago 


The contract was negotiated by 
J. M. Mathes for Canada Dry and 
Cris Rashbaum of 
New York television § division. 
Film production was by B. K. 
BLAKE, INC, 


Paramount's 


Inaugurate Morning Video Show 
Over WBKB Chicago for Women 
@ Chicago’s first regular morning 
video program was inaugurated 
April 19 over Balaban & Katz’ 
Weks. Titled ‘“The Women’s 
Hour,” the new show is carried 
from 10:30 to 11:30, Monday 
through Friday. 

Capt. Bill Eddy, Wesxs’s di- 
rector, anticipates two advantages 
from the addition of morning 
1) it is expected to increase 
giving 
demonstration 
hour during the business day; and 
2) it will permit new research 
into audience reaction. In_ the 
latter case, the program should be 
helpful in indicating future re- 
sponse from continuous program- 
ming, since it gives WBKB morn- 
ing, afternoon, and evening time 
on the air, 


time: 
the sale of 
dealers another 


receivers by 


Ihe first 15-minute segment of 
“The Women’s Hour” is devoted 
to home-making, and the second 
quarter-hour to visualized shop- 
ping—the remaining 30-minutes 
is flexible in format, presenting 
a variety of feminine-interest fea- 
tures, including films. 


WEWS, Cleveland, Stages Show 
for Italian Election Campaign 
@ Cleveland’s Wews staged spe- 
cial programs featuring presenta- 
tions by members of the city’s 
Italian community during the 
(CONTINUED ON NEXT PAGE) 
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af * Originators of 


ALL PLASTIC 
TRANSLUCENT 
REAR PROJECTION SCREENS 


A patented screen for: 





® In & Out-door Advertising 
Projected Television 
Process Photography 
Visual Education 


Custom made seamless screens of unexcelled defini- 


tion, “flat field and wide angle viewing.” Famous in 








use throughout the world. 


2000 and 5000 Watt Automatic 314” 
x 4” Slide Projectors for Spectacular 
advertising 


gf 2 WBodde Saas Compa n Y 


9130 Exposition Drive 
Los Angeles 34, California. 


Write for prices and details. 


D Excellence. ee Blake productions for indus- 


try are made with the same facilities, the same ex- 


pert creative staff and the same “showmanship” and 
knowledge of audience receptivity that distinguish 


our regular theatrical films. 


Eificiency eee Blake productions sell 


train... educate... faster... better! 


Economy e e e No matter how large or small 


the budget, Blake productions deliver more for the 
money — real economy based on thirty-five years 
experience in producing films of every type and 


budget. 





If you, too, are interested in having excellent pro- 
ductions — that do their job more efficiently — pro- 
duced with real economy 


call or write 


B. kK. BLAKE, Ine. 


R.K.O. BLDG. RADIO CITY 
New sie 20, N. Y. 
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Italian elections in April. Films 
made either by, or for, Wews in 
terspersed the live portions of the 
studio presentation. 

For one week before the show, 
the Wews newsreel nightly cai 
ried a special section devoted to 
Cleveland Italians’ efforts in ac 
tivities in connection with the 
election. These shots were com 
piled into a 10-minute featurette 
which made up one of the special 
films. 


Union Oil Company Sponsors 
Eastern Network Film Show 
@ Union Ow Company of Cali 
fornia, choosing television as the 
ideal means ol 
latest film to the public, last 


introducing its 


month became the first west coast 
sponsor of an eastern video show. 
The firm signed with the NBc tel 
vision network, and with inde 
pendent stations in other parts of 
the country, for presentation ol 
a special WILDING produced mo- 
tion picture which gives an ac- 
count of Union Oil's income and 
expenditures during the past fis 
cal year, and gives the public an 
overview of the company’s full 
range ol operations. 

Designed as an educational and 
public service feature, the 22-min- 
ute film covers all phases of Un 
ion activities from the search for 
oil through the experimental and 
manufacturing processes, up to 
and including the sale of oil and 
its numerous by-products. 
carried 
over all Nac web affiliates in the 
east—including Schenectady, New 
York, Philadelphia, Washington, 
and Baltimore—and simultaneous 
ly presented by stations in Chi 
cago, Detroit, Minneapolis, and 


The production was 


Los Angeles. Reception was re 
ported excellent. 

Reese Taylor, president of Un 
ion Oil, and Jack Smock, vice 
president and account executive 
of Foote, Cone & Belding signed 
the Nspc contract with Robert 
Howard, representing the net 
work's spot sales division. 

* ok od 


Amos & Andy on Television 


@ New television film series ex 
pected for release by the first of 
the year will feature the famous 
radio team, Amos and Andy. Free 
man Gosden and Charles Correll, 
creators of the comedy pair, are at 
present second in Hooper ratings 
even though they have been on 
the air for 22 years. 

Gosden and Correll will not 
play their leading characters them- 
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NEW DON LEE HOLLYWOOD STUDIOS NEAR COMPLETION 


MoperRN FUNCTIONAL DesiGN Features the Kuy, Don Lee Broadcast- 


ing Studio building nearing completion in Hollywood this month. 


selves, however. Producer CHARLES 
VANDA is searching all over the 
country for suitable Negro actors 
to portray Amos, Andy, Lightnin’, 
the Kingfish, Henry Van Porter, 
Gabby, and the rest of the cast on 
the video screen. The voices of 


Gosden and Correll will be dub- 
bed in. 

The Harlem section of New 
York and other communities will 
be used for background shots to 
be processed into the completed 
pictures, 
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Peerless Film Treat 


iim 
ment, send your 
direct to Peerless- 


165 West 46th Street 








iiacts Announcing 


A New Policy 


In previous years Vaporate Company acted as a sales 
agency for Peerless Film Processing Corporation in 
the amateur field, and in some catagories of the non- 
theatrical field. We wish to announce to the general 
photographic industry that henceforth we will handle 
all markets under our own, the Peerless, name. We 
continue to offer the same vacuum vaporating treat- 
ment of films which we have offered for 14 years — but 
no longer through Vaporate Company. Now — lower 
prices and Peerless personalized service are in effect. 


No other film treatment has ever been used so exten- 
sively and has such wide acceptance in the industry. 
No other film treatment offers such positive protection 
against film damage. Peerless Film Treatment is avail- 
able at numerous commercial laboratories throughout 
the country. The effectiveness of Peerless Film Treat- 
ment and the proven safety of Peerless chemicals have 
earned the appreciation of thousands of users. 


Peerless Film Processing Corporation 


Write for list of 
new low prices and 
Peerless processing 
installations. 


New York 19, N. Y. 
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Day & Night Company Films 
for Television by Rockett 


@ Rockerr Picrures INc., Holly- 
wood, has just completed a series 
of one-minute film spots for tele- 
vision use by the sponsor, Day & 
NiGHT MANUFACTURING COMPANY. 
The series consists of capsule 
dramas built around domestic 
situations which focus attention 
on Day & Night’s home water 
heaters and Panelray space heat- 
ers, Script development was han- 
dled by Dan Downer of the Rock- 
ett staff, and Dorr Walsh, account 
executive with Hickson-O’Don- 
nell, agency for Day & Night. 


Baseball Plus Film Playlets 


@ The STanparp O1L ComPANy 
of California has signed a con- 
tract for the televising of all (53) 
of the home games of the Los 
Angeles Angels baseball club, over 
KTLA. 

Film commercials will be used 
throughout. The first series of six 
films was produced by Gene Les- 
rER Propuctions, Hollywood, for 
Bsp&o, the Standard agency. 
They vary in length to fit the 
time intervals in the games, and 
each one features a_ particular 
Standard service or product. Six 
more are scheduled for early pro- 
duction, and others may follow 
before the end of the season. 

Importance of this program to 
local television development is 
indicated by the size of the budget 
involved, Unofficial report of the 
cost of the rights alone is $50,000. 


New LA Studios for KFI 


@ Construction began last month 
on new television studios to be 
operated by Kri, Los Angeles, the 
Pacific Coast’s only clear channel 
radio station. 

EARLE C, ANTHONY INC., Own- 
ers of KF1, signed a lease on front- 
age immediately south of its Ver- 


Writer-Photographer 


Writer-photographer—who matured 
in newspaperdom—who has made a 
career of telling stories in words and 
pictures—seeks connection with a pro 
fessional film producer, or organization 
desiring to put its visual aids program 
on a_ professional plane. 


Write Box No. 302 
BUSINESS SCREEN 
812 N. Dearborn St., 
Chicago 10, Illinois 








BUSINESS SCREEN MAGAZINE 




























mont Avenue radio building as 
the site of the new video studios. 

Present plans for the one-story 
structure call for a 45 x 70 feet 
studio, office space for supervisory 
production and engineering per- 
sonnel, dressing rooms, control 
room, client’s viewing room, and 

projection booth. The unit is 
scheduled for completion in June. 


* * * 


KTLA, Los Angeles, Signs 
to Increase Sponsors of Video 


@ Continuing its commercial ad- 
vance, KrLa, Paramount's televi- 
sion outlet in Los Angeles, has 
announced the signing of four 
new sponsors, making a total of 
16 advertisers who have signed 
term contracts with the station 
in the past six weeks. 

KieRULFF & Co., Los Angeles 
dealers for Motorola Radios, has 
contracted for a 26-week spot an- 
nouncement campaign, ALPHA 
BeTa Foop Markets and GApGEt 
OF THE Montu Cuus, INc. have 
both signed to participate in 
Kria’s “Shopping at Home” pro- 
gram—a 15-minute retail product 
demonstration show which is soon 
to become a daily feature. Alpha 
Beta Food’s contract calls for 13 
weeks, the Gadget Club’s for 26. 
The fourth sponsor, also signed 
to a 13-week deal, is WALCO SALES 
Co., national distributors of the 
Walco Tele-Vue Lens, a detach- 
able magnifier for video sets. 


* * * 


Hollywood Cameraman Develops 
New Zoom Type Lens for Tele 


@ A new zoom type lens devel- 
oped by JosepH B. WALKER, Holly- 
wood cameraman, will soon be in 
use on the Don LEE BROADCAST 
SysTEM telecasts from Los An- 
geles. Nicknamed the “snap- 
zoom,” it gives a rapid and pleas- 
ing zoom between the two ex- 
tremes of reasonable long-shot and 
closeup—flexibility which is im- 
portant where fast action or dia- 
log cuts must be accommodated. 

The new unit has been tested 
on Don Lee remote shows and has 
been found to give excellent per- 
formance on the limited amount 
of light available at such loca- 
tions. Small, compact, and with 
exceptional light gathering prop- 
erties, the Walker lens is ideally 


suited to video use. It is available 


in any reasonable focal lengths at 


wide apertures. One such lens now 


in use at Don Lee zooms from 


“4” to 6” at an aperture of {/3.5, 


1d another from 8” to 15” at 
{ 4.5. The former lens is only 7 
long with a 4” major diameter; 






NUMBER 3 * VOLUME 9 


” 


the barrel is in the cross-section of 
an ellipse, 

Willet Brown, Don Lee vice- 
president, completed an agree- 
ment with Walker for use of the 
“snap-zoom” on all television af- 
filiates of the Don Lee and Mutual 
Broadcasting systems. 


NBC Sends Western Executives 
to New York for Video Study 

@ Harotp Bock, manager of 
Western television operations for 
Nac, left Hollywood April 16 for 
New York where he will spend 
several months in a study of video 
operational methods. Robert 
Brown, Western program man- 
ager will be in charge of the tele- 
vision department during Bock’s 
absence. 

Bock is the second Nsc exec- 
utive to move eastward for a 
lengthy stay, having been _pre- 
ceded several weeks ago by Sidney 
Strotz, vice-president in charge of 
the Western division. 

Both Strotz and Bock are ex- 
pected to return to Hollywood in 
ample time to complete arrange- 
ments for studio facilities, person- 
nel, and programming for KNBH, 
the Nac West Coast station sched- 
uled for a September opening. 


* * * 


TELE NEWS-BRIEFS 


@ A series of 10 one-minute tele- 
vision spots is being produced for 
Cresta Blanca wines (Schenley) 
by TeLeritm, INnc., Hollywood; 
through the Biow agency, New 
York, The films will combine ani- 
mation sequences with live action 
in each spot. Three animation 
scenes will alternate in combina- 
tion with 10 live storiettes to pre- 
sent the Cresta Blanca message. 
@ Bevv INTERNATIONAL PICTURES, 
Hollywood, has announced com- 
pletion of shooting on Hollywood 
Harmony House, a 12-minute 
featurette designed for television 
use. The picture is expected to 
be the first of a series of light 
comedies for video showing. 

@ An increase from 17 to 26 pro- 
gram units in the JERRY FAIRBANKS 
Public Prosecutor television film 
series was announced by the Cali- 
fornia producer on his return 
from New York conferences with 
Nac video executives, The jump 
in number of releases scheduled 
for the series was made to enable 
sponsors to buy a half-year of pro- 
grams as is done in radio. The 
series now before the cameras in 


Fairbanks, studios features a Hol- 
lywood cast headed by Anne 
Gwynne, John Howard, and Wal- 


ter Sande. 
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HOLLYWOOD EXPERTS SAY 


The 750W 
BABY KEG-LITE 
. | — the most 
men: 3 RESULTS! _ } popular Spot 
=1 with the experts. 
$62.02 plus tax 
inc. head & stand 


Controlled Light is a light source that permits the 
placement of highlights and shadows to any degree of 
strength, contrast or area wherever desired and with a 
minimum of effort. Controlled Lighting Equipment 
and Accessories (Barn Doors, Snoots, etc.) designed 
and made by Bardwell & McAlister of Hollywood have 
for years been The Standard of the Experts in fulfill- 


, Use the 
ing every lighting requirement from 100 W spots to 


FOCO SPOT 


5000 W spots for motion and still work in black & for unique 
white and color (3200° to approx. 5600° Kelvin), lighting — 
and it COSTS NO MORE! oe 


$41.26 plus tax 






AT LEADING DEALERS OR WRITE DIRECT 


Solve YOUR lighting problems NOW! 
Write for “Paint with Light”—our 


| 


Leading Manufacturers of Controlled Lighting Equipment 


BARDWELL & McALISTER, INC. 


HOLLYWOOD, CALIFORNIA 








“SELECTROSLIDE” EQUIPMENT 
BELONGS IN YOUR BUSINESS 


AGAIN AVAILABLE 






"Junior’’ SELECTROSLIDE for 16 Slides 








“Standard” SELECTROSLIDE for 48 Slides 
| Equipped with interchangeable magazine 


LARGE CORPORATIONS use Selectroslide to introduce new 
products to their branch offices and sales agents, slides 
shown most effectively in natural color. 

EXHIBITORS use Selectroslide in display cabinets for fully 
automatic operation at set intervals. 

SALESMEN use Selectroslide to show their line to prospects 
in the most attractive manner with pictures, a complete unit 
weighs only 25 lbs. in portable carrying case. 

LECTURERS prefer the ease of its perfect operation, the 
“remote control feature enables the speaker to 
change slides from the speaker's platform eliminating the 
necessity of an assistant. 

ADVERTISING possibilities with Selectroslide are limitless; 
Hotel and Theater lobbies, Cocktail Lounges, Transportation 
Terminals and public Markets are only a few to be mentioned. 





DISPLAY CABINETS 


Selectroslide is the original automatic 2”x 2” slide projector with 
remote control, it has proved its merits at both of the last world's 
Fairs and is now extensively used in Government departments and by 
Industrial firms for Exhibits and Training purposes. 


for /iterature, write to 


SPINDLER & SAUPPE 


2201 Beverly Bivd. 


| 


Los Angeles 4, California 





59 





Challenge to Sponsors: 


(CONTINUED FROM PAGI EFIGHTEEN) 
cess. Hollywood-produced pictures had con 
ditioned the group to certain standards which 
couldn't be explained away in budgetary terms 
alone. Inquiry revealed that the members of 
the group didn’t object to simple sets, and 
absence of expensive production techniques. 
Those men were concerned with intangible 
values that had to do with the thinking 
behind the pictures and attitude of the spon 
sors toward the audience, They objected to 
poverty of conception inadequate direction 


think- 


ing in terms of the sponsor's, rather than the 


. talking down to the audience .. . 


audience's interest. 

\ typical institutional film shows the found. 
er, a model of rectitude, fortitude, platitude 
and industry founding the Gimmick Com 
pany in East Cupcake, Vermont. He labors 
84 hours a week and invents new gimmicks 


in his spare time. He wants to expand, but 


the bankers do not share his apocalyptic vision. 
He makes a sweeping monumental decision in 
1859 to move his plant and machinery from 
East Cupcake to West Overshoe. His plant 
blows up. He fights on with his bare hands. 
His son, following in the traditions of his 
illustrious father, invents a new way to slice 
the frammis on the bias and eliminate the 
turnfoil, By reel four the audience is pretty 
tired of the old codger and would just as 
soon forget the son—and the Gimmick Com- 
pany too, 

Well, that’s probably true, film producers 
may say, but after all, it’s really not our fault. 
We know better, of course, but the sponsor 
makes us do some things against our better 
judgment. We-work for the sponsor, after all. 
He pays us. 

That's an easy out! There may be a few 
rugged individuals here and there who still 
insist on being the writer, the director and 
the producer all in one, But the majority of 
sponsors are learning the facts of life about 


making films. They are usually willing to 





Business Screen 
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Personalities: 








defer to the professional judgment of the 
producer and the director. If the sponsor 
comes to you with a script that’s an omnibus 
catchall which attempts to defend the Ameri- 
can way of life, point out that International 
Pickaxe is the greatest litthe company in the 
country and tries to sell pick axes too—you 
should have the courage to tell him it won't 
work, It may cost you a few jobs, but you'll 
earn the respect of sponsors and do a service 
to commercial films—and their audiences. 


Let’s TALK THE AUDIENCE’s LANGUAGE 


So let’s plan our pictures for the audience. 
If the audience consists of master painters, 
let’s talk their language, show them the things 
they're interested in seeing. If the audience 
consists of hardware merchants or farmers o1 
bobbysoxers, let's talk their language, not the 
language of the President or the Director of 
Sales. ' 

Often I look at a commercial film and come 
away with the feeling that it just missed being 
good, Maybe it’s the producer's fault, maybe 
it’s the sponsor’s fault. Often I suspect it’s 
the director’s fault. He lets a picture get out 
before he is able to give it final polish, A little 
judicious pruning here, a rearrangement of 
scene there, ,a shift in emphasis, little things, 
all of them—but they make the difference be- 
tween a good fast-moving picture and one 
that’s full of dead spots. 

The audience often doesn’t know what the 
trouble is, They just say that they don’t like 
the picture or it seemed too long. What regis- 
ters on them is an accumulation of little 
things which they can’t identify but which, 
added up, make a great deal of difference. 
These little things are the things that you 
can't afford to miss. You direct a picture with 
certain ideas in mind and it’s up to you to 
see that these ideas come out on the screen. 
That's not asking too much! 


THis Is THe CHALLENGE To SPONSORS 


These are times when what we call the 
American way of life is being challenged, 
throughout the world, Our political and 
economic freedoms are at stake. Newspapers, 
magazines, radio, and motion pictures are the 
major channels of communication which ex- 
press our way of living and our way of think- 


DITCHING 4S HELMET INACTION’ , 


ing. Perhaps more than any other channel, 
commercial films are a self portrait of Ameri- 


=: TOPRFLI ENGINEER EME can industry, for the wol Id to see. In effect 
\: IN ELECTRONICS, TELEVISION AND they say “Here is American industry, the 
° MOTION PICTURE SOUND £ greatest producer the world has ever seen. 
PSA 4 Here are the products it makes. J his is what 
° these products will do for you. This is the 

system under which they were produced.” 

If these films are dull and flaccid, stodgy 
and insincere, if they insult the intelligence 
of our audiences, then our whole way of life 
is set back. But if we succeed in telling the 
story of American industry on the screen— 
with honesty and conviction, humanly and 
dramatically, positively and without apology 
—if we succeed in recapturing the American 
dream, for the world to see—what a story we 
have to portray! 
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Ihis is the challenge which sponsored films 
oller today. We must meet that challenge. 
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Successful 
TRAINING FILMS 


Require 
— Specialized Writing Knowledge 


— Specialized Production Experience 
for proof that 
DEPICTO FILM 


gets results, check with: 


Johns-Manville Corp. 
Singer Sewing Machine Co. 
Lily-Tulip Cup Corp. 
E. R. Squibb & Sons 
The New Haven R. R. 
Nedick’s Inc. 
Empire Crafts Corp. 
Robert Reis & Co. 
Gregg Publishing Co. 
Remington Rand Inc. 
National Coal Association 
Westinghouse Radio 


245 West 55th Street 
New York 19, N. Y. 














THE BUYERS READ BUSINESS SCREEN 








35MM CINE LENS — Available on 15 
day trial. Satisfaction guaranteed. Some 
wonderful values from our tremendous lens 
stocks. 


FOR EYEMO CAMERAS—LENSKOTED 
—FOCUSING MOUNTS 


F4.5 Beil & Howell Wide Angle 


(Fixed Focus) — $ 74.50 

1" F2.3 Kinar Wide Angle — 99.50 
2" FI.5 Dallmeyer — 199.50 
2" F2 Schneider Xenon — 119.50 
3" F2.3 Bausch & Lomb Baltar — 179.50 
5" F2.3 Astro Pan Tachar — 343.75 
6" F4.5 Taylor Hobson Cooke — 125.00 
10" F4.5 Bell & Howell Eymar — 205.00 
14" F5.5 Schneider Tele-Xenar — 165.00 
400° 35MM Magazines for Eyemo — 69.50 


Exceptional Stock of Rebuilt Eyemo Cameras— 
V/rite for details. 


FOR DEVRY CAMERAS—LENSKOTED— 
FOCUSING MOUNTS 
|" F4.5 Bell & Howell Wide Angle — 
2" FI.9 Ultrastigmat — 


$ 74.50 
69.50 


FOR MITCHELL CAMERAS LENSKOTED 
2" FI.5 Hugo Meyer Primoplan 


Focusing Mount — $199.50 
3"' Fl.9 Hugo Meyer Primoplan 

Focusing Mount — 199.50 
18" F5.6 Telephoto-Focusing Mount — 162.50 


Stocks constantly changing. Write for complete 
listings and free catalog. Address inquiries to, 
Mr. B. Smith, 


Burke & James, Inc. 
321 So. Wabash, Chicago, Illinois 
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| Emil Velazco Opens New York 


Service Studio for Film Producers 





* Two and a half years ago Emil Velazco re- 
tired from active duty as officer in charge of 
music at the U.S, Navy Photographic Labora- 
tories. Convinced that there was a place in 
the film industry for a music service encom- 
passing more than 15-year-old library track 
or super-expensive original scoring at Holly- 
wood rates, Velazco opened a very small office 
and announced his service to the trade. 
Velazco had a good background for this 
type of work. In addition to complete charge 
of Navy film music, he had formerly been 
one of the foremost organists in the country 
and head of New York’s largest organ studios, 
besides being a composer of no small ability. 


Stupio Layout Occupies THREE FLOORS 

The shoe-string music service operating out 
of a four by eight cutting room has expanded 
rapidly in the past two years. 
a music service only, 


From offering 
Velazco branched out 
into recording and re-recording supervision 
for out of town producers, then into record- 
ing service on his own equipment, 

Last month, as another step in his expan- 
sion plans, Velazco leased three floors at 723 
Seventh Avenue, recently occupied by Loew's 
International Corp. This gives the Velazco 
Company facilities equal to any service or- 
ganization in the country. 

In addition to his original music 
of Velazco-composed “laid-in” or cut tracks, 
and organ or orchestral scoring, the new stu- 


service 


dios include six cutting rooms, each equipped 
with splicer, moviola, tables, synchronizers, 
multiple rewinds, 75,000 ft. vaults and use of 
hot splicers. In addition to providing a li- 
brary of original recorded film music and 
creating and performing original scores which 
comprised the entire scope of Velazco services 
only a few years ago, the new studios are 
completely equipped for recording and _re- 
recording the entire sound track. Recording 
equipment for 35mm and 1l6mm_ variable 
area, density and direct positive tracks is 
available. A specially designed 8-position mix- 
ing console incorporates the latest develop- 
ments including the exclusive Mixing Meter 
which enables the engineer to maintain split- 
second control of all channels. Loop equip- 
ment is provided on recording studio projec- 
tion machines, 


AFFOoRDS COMPLETE EpITING FACILITIES 


Air-conditioned cutting rooms for 35mm 
and 16mm film are furnished with moviolas, 
splicers, synchronizers, multiple re-winds, hot 
splicers, and adequate work table area and 


75,000 foot vaults, Two compact air-condi- 


tioned preview theatres are included in the 


new studios. Among the other facilities avail- 
able to film producers are disc recording, a 
sound truck for location work, and an edito- 
rial department. 

In addition to independent film producers, 
Velazco facilities are being used by MGM 


and Enterprise and by television producers. 





$.0.8. SPECIALS of the Month 


MULTIPLE FLOOD 
UNIT 


Four 18” Alzac Giant Re- 
flectors with Mogul Screw 
Sockets for PS52 lamps 
750 /2000 watts. Nomo- 
cushion Stand Telescopes 
4’8” to 86”. Folds com- 
| pactly. Head section may 
| be hung or set anywhere. 
| Includes cable and cas- 
| 

} 


ters. 


| REG, $225 
| SPECIAL $1912 


OFF-THE-TUBE TELEVISION RECORDING 
CAMERA 


Includes noise reduction amplifier, operates from 
audio output of television receiver at 30 fps with 180° 


shutter opening. Less lens. $1300 
? Sealine, Feds, motor, etc. $5997 50 
ADDED SPECIALS! 





MITCHELL STD. CAMERA, 


Kodak Cine Special Blimp $295.00 
B&H 110V AC/DC Studio Camera Motor 249.50 
Wall 35mm Studio Sound Camera, 4 lenses 1595.00 
Arriflex 35mm Camera, 4 lenses, complete 995.00 
WE 35mm Sound Moviola 3 way 795.00 
35mm Sound Film Recorder with new 
} galvanometer 1995.00 
| Neumade 35mm Automatic Film Cleaning 
| Machine, entirely enclosed, with motor 167.50 
EVERYTHING FOR STUDIO, CUTTING ROOM & 
LABORATORY— 
Lights, Mikes, Booms, Dollies, Lenses, Background 


Process, Moviolas, etc. Send for Bulletin Sturelab— 
thousands of good buys! 


§. 0. S. CINEMA SUPPLY CORP. 


Note New Address, occupying entire building: 


Dept. BS, 602 West 52nd St., New York 19 














SEEING THE UNSEEN | 


Through Micro Motion Pictures 


Secrets of life, blood flow, cell division, 
growth of tissue, digestion, fermentation, 
germs and molds in action, inside stories 
of foods during cooking and baking, 
cleansing action of soap, perpetual mo 
tion of ultramicr. Particles in liquids and 
air, dust, inside a drop of motor oi! be 
low freezing, texture of textiles, struc 
ture of materials, chemical reactions, etc. 


For Education and Promotion 


MICRO SCENES ADD INTEREST 
TO YOUR PRODUCTIONS 


RO LAB Sandy Hook, Conn. 
Phone: Newtown 581 


Ask for Booklet 
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FOWLER COMPANY 


' 750 South Wabash Ave @ Chicago 5, Ill. 
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A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


EASTERN STATES 
* CONNECTICUT ° 
Audio-Video Company of New 
England, 110 Wall St., Norwalk, 
Audio-Visual Corp., 53 Allyn St., 
Hartford. 
Bridges Motion Picture Service, 
244 High St., Hartford 5. 
Pix Film Service, 34 E. Putnam 
Ave., Greenwich. 
Eastern Film Libraries, 148 Grand 
Street, Waterbury 5, 


* DISTRICT OF COLUMBIA ° 

Jam Handy Organization, Inc., 
l'ransportation Bldg., Washing 
ton 6. 

Paul L. Brand & Son, 2153 K St., 
Washington 7. 

The Film Center, 915 12th St. 
N.W., Washington. 


* MAINE «+ 
D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 


* MARYLAND - 
Collins Motion Picture Service, 
502% & 506 St. Paul St., Balti- 
more 2; Also 4 Race St., Cam- 
bridge. 
Folkemer Photo Service, 927 Pop 
lar Grove, Baltimore 16. 
Kunz Motion Picture Service, 
432 N. Calvert St., Baltimore 2. 
Robert L. Davis, P. O. Box 572, 
Cumberland. 
Stark Films, 537 N. 
Baltimore 1. 
Howard E. Thompson, Box 204, 
Mt. Airy. 


* MASSACHUSETTS + 

Audio-Visual Corp., 116 Newbury 
St., Boston 16. 

Ideal Pictures, 40 Melrose St., Bos- 
ton 16. 

Jarrell-Ash Company, 165 New 
bury St., Boston 16. 

South End Film Library, 56 Val- 
lonia Ter., Fall River. 

Massachusetts Motion Picture 
Service, 132 Central Ave., Lynn. 

Stanley-Winthrops, Inc., 90 Wash- 
ington St., Quincy 69. 

Bailey Film Service, 711 Main St., 
Worcester 8. 

* NEW HAMPSHIRE - 

A. H. Rice and Company, 78 W. 

Central St., Manchester. 
* NEW JERSEY - 

Art Zeiller, 155 Washington St., 
Newark 2. 

Slidecraft Co., South Orange, N. J. 

* NEW YORK - 

Wilber Visual Service, 119 State 
St., Albany. Also 28 Genesee St., 
New Berlin, New York. 


Howard St., 
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Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 


Association Films, 347 Madison 


Ave., New York 17. 
(Y.M.C.A. 
reau) 


Motion Picture Bu- 


srandon Films, Inc., 1600 Broad- 
way, New York 19. 

Catholic Movies, 220 W. 42nd St., 
New York. 

Comprehensive Service Co., 245 
W. 55th St., New York 19. 

Crawford & Immig, Inc., 265 W. 
l4th St., New York City 11. 

Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 

Otto Marbach, 630 9th Ave., New 
York. 

Mogul Bros., Inc., 68 W. 48th St., 
New York City. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

S. O. S. Cinema Supply Corp., 449 
W. 42nd St., New York 18. 
Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 
United Specialists, Inc., Pawling. 
The Jam Handy Organization, 

Inc., 1775 Broadway, New York 

Duncan, James E., Inc. Motion 
Picture Service, 65 Monroe 
Ave., Rochester 7. 

Morris Distributing Co., Inc., 412 
S. Clinton St., Syracuse 2, 

Visual Sciences, 599BS Suffern. 

Bertram Willoughby Pictures, 
Inc., Suite 600, 1600 Broadway, 
New York. 

* PENNSYLVANIA + 

J. P. Lilley & Son, 277 Boas St., 
Harrisburg. 

Harry M. Reed, P. O. Box No. 
447, Lancaster. 

Kunz Motion Picture Service, 
1319 Vine St., Philadelphia 7. 
1905 Sanderson Ave, Scranton 9 

Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 

News Reel Laboratory, 1733 San- 
som St., Philadelphia 3. 

Jam Handy Organization, Inc., 
917 Liberty Ave., Pittsburgh 22. 

Clem Williams Films, 311 Mar- 
ket Street, Pittsburgh 22, 

L. C. Vath, Visual Education Sup- 
plies, Sharpsville. 

* RHODE ISLAND + 


United Camera Exchange, Inc., 
607 Westminster St., Provi- 
dence 3. 

Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3. 


* WEST VIRGINIA + 

J. G. Haley, P. O. Box 703, 
Charleston 23. 

United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 

Apex Theatre Service & Supply, 
Phone 24043, Box 1389, Hunt- 
ington. 


SOUTHERN STATES 


+ ALABAMA + 
Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 
Stevens Pictures, Inc., 526 20th 
St., N., YMCA Bidg., Birming- 
ham. 


Jos. Gardberg, 705 Dauphin St., 
Mobile 16. 


John R. Moffitt Co., 
Perry St., Montgomery. 


194 S. 


* FLORIDA - 

Florida School Book Depository, 
700 E. Union St., P. O. Box 36, 
Station G, Jacksonville 7. 

Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 

Orben Pictures, 1137 
Ave., Jacksonville 7. 

Ideal Pictures Co., 1348 N. Miami 
Ave., Miami 36, 

Bowstead’s Camera Shop, 1039 
N. Orange Ave., Orlando. 
Southern Photo and News, 608 
E. LaFayette St., Tampa. 


Miramar 


* GEORGIA - 
Calhoun Company, 101 Marietta 
St., Atlanta 3. 
Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N. E., Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


* KENTUCKY + 

D. T. Davis Co., 178 Walnut St., 
Lexington 34. (Also Louis- 
ville.) 

Hadden 16mm Film & Projection 
Service, 423 W. Liberty, Louis- 
ville 2. 

Ideal Pictures, 423 W. Liberty 
St., Louisville 2. 

National Film Service, 423 W. 
Breckenridge, Louisville. (Also 
Lexington) 


* LOUISIANA + 
Stanley Projection Company, 
21114 Murray St., Alexandria. 
Jasper Ewing & Sons, 725 Poydras 
St., New Orleans 12. 

Southern Pictures Company, 1024 
Bienville St., New Orleans. 
Stirling Movie & Photo Co., 1052 

Florida St., Baton Rouge 85, La. 


Ideal Pictures Co., 826 Barrone 
St., New Orleans 13. 

« MISSISSIPPI - 

Herschel Smith Company, 119 
Roach St., Jackson 110. 

Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 

* NORTH CAROLINA «+ 

Carolina . Industrial Films, 404 
Liberty Life Bldg., Charlotte 2. 

National Film Service, 14-20 
Glenwood Ave., Raleigh. 

¢« SOUTH CAROLINA -+ 

Calhoun Company, 111014 Tay- 
lor St., Columbia 6. 

Palmetto Pictures, Inc., 719 Sa- 
luda Ave.—At Five Points, Col- 
umbia 11. 

* TENNESSEE - 

Sam Orleans and Associates, Inc., 
211 W. Cumberland Ave., 
Knoxville 15. 

Frank L. Rouser Co., Inc., P. O. 
Box 2107, Knoxville 11. 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal 
Bldg., Knoxville. 

Ideal Pictures Corp., 18 S. 3rd 
St., Memphis 3. 

Mid-South Training Film Service, 
166 Monroe Ave., Memphis 3. 

Southern Visual Films, 687 Shrine 
Bldg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 

¢ VIRGINIA - 

Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 

Walker C. Cottrell, Jr., 408-10 
E. Main St., Richmond 19. 

Ideal Pictures, 219 E. Main St., 
Richmond 19. 

National . Film Service, 
Main St., Richmond. 

Presbyterian Committee of Publi- 
cation, 8 N. Sixth St., Rich- 
mond 9, 


MIDWESTERN STATES 


* ARKANSAS + 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Blacklock Co., 719 Main 

St., Little Rock. 


* ILLINOIS - 

American Film Registry, 28 E. 
Jackson, Chicago 4—HAR 2691 

Father Hubbard Educational 
Films, 628 W. Lake St., Chi- 
cago 6. 

Ideal Pictures Corp., 28 E. 8th 
St., Chicago 5. 

Industrial Cinema Service, 107 
W. Wacker Drive, Chicago 1. 

Jam Handy Organization, Inc., 
230 N. Michigan Ave, Chicago | 
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McHenry Films, 537 S. Dearborn, 
Chicago 5. 

Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 19 S, La 
Salle St., Chicago 3. 

Visual Research Company, 30 N. 
Dearborn St., Chicago 2. 

* INDIANA + 

Ideal Pictures, 1214 Pennsyl- 
vania St., Indianapolis 2. 

Indiana Visual Aids Co., Inc., 726 
N. Illinois St., Indianapolis 6. 

Burke’s Motion Picture Co., 434 
Lincoln Way West, South 
Bend 5. 


* IOWA + 

Pratt Sound Film Service, 805 
Third Ave., S.E., Cedar Rapids. 

Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 

General Pictures Productions, 
621 Sixth Ave., Des Moines 9. 
* KANSAS-MISSOURI «+ 

Audio Visual Aids, Broadview 
Hotel Bldg., Wichita, Kas. 

Kansas City Sound Service (Ideal 
Picture Corp.) 1402 Locust St., 
Kansas City 6, Mo. 

Select Motion Pictures, 1818 Wy- 
andotte St., Kansas City 8, Mo. 

Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 

Pictosound Movie Service, 4010 
Lindell Blvd., St. Louis 8. 

* MICHIGAN - 

Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., 
Detroit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Jensen-Wheeler, Inc., Hotel Du- 
rant Building, Flint 1. 

Locke Film Library, 120 W. Lov- 
ell St., Kalamazoo 8. 

Gillespie Visual Education Serv- 
ice, 220 State St., St. Joseph. 

* MINNESOTA - 

Ideal Pictures, 301 W. Lake St., 
Minneapolis 8. 

Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minne- 
apolis 3. 

National Camera Exchange, 86 S. 
Sixth St., New Farmers Me- 
chanics Bank Bldg., Minne- 
apolis 2. 


* NEBRASKA - 


Church Film Service, 2595 Man- 
derson St., Omaha 11. 


* OHIO - 


Lockard Visual Education Serv- 
ice, 922 Roslyn Ave., Akron 2. 

D. T. Davis Co., 911 Main St., 
Cincinnati 2. 

Ralph V. Haile & Associates, 
Walnut St., Cincinnati. 

Manse Film Library, 2514 Clifton 
Ave., Cincinnati 19. 

Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 

Twyman Films, Inc., 29 Central 
Ave., Dayton 1. 

James B. Upp Motion Picture 
Service, 750 Broadway, Lorain. 

M. H. Martin Company, 50 
Charles Ave., S. E., Massillon. 

Cousino Visual Education Serv- 
ice, Inc., 1221 Madison Ave., 
Toledo 2. 

Gross Photo Mart, Inc., 524 Mad- 
ison, Toledo 4. 

Thompson Radio and Camera 
Supplies, 135 S. 6th St., Zanes- 
ville. 


* WISCONSIN - 


R. H. Flath Company, 2410 N. 
3d St., Milwaukee 12. 

Photoart Visual Service, 844 N. 
Plankinton Ave., Milwaukee 3. 

Gallagher Film Service, Green 
Bay. Also 639 N. 7th St., Mil- 
waukee 3. 

Wisconsin Sound Equipment Co., 
Inc., 628 W. North Ave., Mil- 
waukee 12. 


WESTERN STATES 


* CALIFORNIA + 


Audio-Pictorial Service Co., 261 
E. Colorado, Pasadena, 

Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 

Donald Reed Motion Picture 
Service, 8737 Wilshire Blvd., 
Beverly Hills. 

Camera Craft, 6764 Lexington 
Ave., Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 
Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 

wood 28. 

Craig Visual Aid Service Co., 105% 
S. Olive St., Los Angeles 15. 
Ideal Pictures Corp., 2408 W. 7th 

St., Los Angeles 5. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 
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Ralke Company, 829 S. Flower 
St., Los Angeles 14. 

Screen Adettes, Inc., 8479 Melrose 
Ave., Los Angeles 46. 

Carroll W. Rice Co., 424 - 40th St., 
Oakland 9. 

Craig Visual Aid Service Co., 149 
New Montgomery St., San Fran- 
cisco 5. 

Hirsch & Kaye, 239 Grant Ave., 
San Francisco 8. 

Screen Adettes, Inc., Sixty-Eight 
Post Bldg., 68 Post St., San 
Francisco 4. 

C. R. Skinner Manufacturing Co., 
292-294 Turk St, San Francisco 2 

Shadow Arts Studio, Wickenden 
Bldg., P. O. Box 471, San Luis 
Obispo. 

Herbert M. Elkins Co., 10116 Ora 
Vista Ave., Sunland, L., A. 
County. 


« COLORADO + 
Ideal Pictures Corp., 714 18th St., 
Denver 2. 
Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


* IDAHO - 
Howard P. Evans, Audio-Visual 
Equipment, 305 N. 9th, Boise. 
Williams Photo Service, 1007 
Main St., Boise. 
* OKLAHOMA + 
Vaseco, 2301 Classen, Oklahoma 
City 6. 
H. O. Davis, 522 N. Broadway, 
Oklahoma City 2, 
Kirkpatrick, Inc., 1634 S. Boston 
Ave., ‘Tulsa 5, 
* OREGON > 
Cine-Craft Co., 1111 S. W. Stark 
St., Portland 5. 
Ideal Pictures Corp., 915 S. W. 
10th Ave., Portland 5. 
Moore’s Motion Picture Service, 
306-310 S. W. Ninth Ave., Port- 
land 5, 
Screen Adettes, Inc., 611 N. Tilla- 
mook St., Portland 12. 


¢ TEXAS - 


Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 1700 Pat- 
terson Ave., Dallas 1. 

Audio Video Institute, 1501 
Young St., Dallas. 


lr = - —_ 
There’s An Audio-Visual Specialist in Your Town! 


sales and maintenance and for your film needs. 


* Contact the specializing dealers listed in these pages 
for dependable projection service, projector and accessory 


The Educational Equipment Co., 
David F. Parker, 1909 Com- 
merce St., Dallas 1. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 

Ideal Pictures, Inc., 2024 Main 
St., Dallas 1. 

Visual Education, Inc., 12th at 
Lamar, Austin; Also, 201 N. 
Field St., Dallas; 1012 Jennings 
Ave., Ft. Worth; 3905 S. Main 
St., Houston 4, 

* UTAH + 
Deseret Book Company, 44 E, So. 
Temple St., Salt Lake City 10. 

Ideal Pictures, #10 Post Office 
Place, Salt Lake City 1. 

* WASHINGTON - 

Craig Visual Aid Service Co., 1106 
E. Union St., Seattle 22. 

Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 

Rarig Motion Picture Co., East 

1511 Third Ave., Spokane. 
* HAWAII - 
Ideal Pictures, 1370 S. Beretania 
St., Honolulu, T, H. 
Motion Picture Enterprises, 655 
Kapiolani Blvd., Honolulu, 
T.. 


General Films Limited 
Head Office: 
Regina, Sask., 1534 Thirteenth 
Ave. 
Branches: 
Edmonton, Alta., 10022 102nd 
Street 
Montreal, Quebec, 1396 St. 
Catherine St, West. 
Moncton, N. B., 212 Lutz St. 
Toronto, Ont., 156 King Street 
West. 
Vancouver, B. C., 
Georgia St. 
Winnipeg, Man., 810 Confed- 
eration Life Bldg. 
St. John’s, Nfld., 445 Water St, 
Radio-Cinema, 5011 Verdun Ave., 
Montreal, Quebec. 


FOREIGN 


Distribuidora Filmica Venezolana, 
De 16MM., S.A., Apartado 706 
Caracas, Venezuela, S.A. 


535 West 
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KEEP FILMS 
SAFE ! 


FILM 
STRIP 
CABINET 


-—— 


wy~ ’ 
FILM CABINET MMI02 


SAFE MODEL FILM CABINET 


Write for 
Illustrated Literature 
on these and other 
Neumade Models 


PRODUCTS CORP. 


| 423 Be ST 42°STREET NEW YORK,NY. 


Sales Tags on B & H Cameras 
Effective in Sales Promotion 

@ Small, attractive tags contain- 
ing the guarantee statement and 
special features of Bett & Howe. 
cameras are being used by the 
Chicago equipment manufacturer 
in a simple but highly effective 
piece of sales promotion. 

The tags are in effect small il- 
lustrated booklets, each page of 
which highlights a different fea- 
ture of the particular camera to 
which the tag is attached. Die-cut 
to the camera contour, with lami- 
nated covers, they resemble the 
cameras in minature, 


Scribe Visualizer Is Latest 

in Overhead Projector Types 

@ An addition to the list of over- 
head projectors is the SCRIBE VIs- 
UALIZER, being manufactured and 
distributed by the VISUALIZER 
Company, 170 S. Beverly Drive, 
Beverly Hills, Calif. 

The most obvious difference be- 
tween the Scribe and the Visual- 
Cast and Vu-Graph, both of which 
were described previously in Bust- 
NESS SCREEN, 1s that the Scribe is 
designed to project the image on- 
to a translucent screen in front of 
the speaker or instructor, This 
gives it greater light transmission 
than a reflected image. 

Standard screen supplied with 
the Scribe is 30 x 3714 inches, but 
larger screens are available and 
for maximum picture size the 
Scribe is convertible to front pro- 
jection for use on light wall sur- 
laces or reflec ting screens, 

Ihe overhead projector is find- 
ing wide application as a useful 
visual aid, particularly in employ- 
ee training programs. Anyone in- 
terested in purchasing a projector 
should examine each of the ma- 
chines on the market to deter- 
mine which one has the features 
best fitting his particular needs, 


The new Scribe Visualizer de- 
scribed above is shown in action. 


Co-Op Organiza- 
tion Acquires 
Equipment 

James L. Bixby 
(left) Director of 
Visual Education 
for Southern 
States Cooper- 
ative thanks deal- 
er James Bullard, 
Richmond C am- 
era Shop, for 
prompt delivery 
on an $18,000 
equipment pur- 
chase. 


Southern Co-op in Visual Education 


« REPRESENTS MORE THAN 211,000 FARMERS & AGRICULTURAL LEADERS « 


@ Southern States Cooperative, 
representing more than 211,000 
farmers and agricultural leaders 
south of the Mason-Dixon line, 
launched a_ full-fledged visual 
education program this month, 
and has announced ambitious 
plans for its future development. 
Initial steps already taken by the 
farm co-op include: (1) purchase 
and distribution to its field rep- 
resentatives of more than $18,000 
worth of new projection equip- 
ment, (2) release of its first slide 
series, a set of 53 units tracing 
the organization's 25-year history, 
and (3) completion of a modern 
photographic laboratory capable 
of processing color film. 
Southern States bought Bell & 
Howell projection equipment, 
both Filmosound and Slidemaster 
units. Each of the organization's 
32 district managers has been as- 
signed one of each type of pro- 
jector for use at the many meet- 
ings held throughout their dis- 
tricts during the operating year. 
Additional units are maintained 
at Richmond (Va.) headquarters 
for use by the various depart- 
ments of the Cooperative which 
conduct training 
employees and 


meetings for 
owner-members. 
Other types of projectors, previ- 
ously in use in the field, are being 
called in and replaced with the 
new Filmosounds and Slidemas- 
ters. 

25 Years of Working Together, 
the slide series mentioned above, 
was released last month in 25 
separate sets which have already 
been shown at more than 100 
member meetings. The series por- 
trays the birth of the Co-op, out- 
lines its many stages of growth, 
and presents a selection of the 26 
different manufacturing, process- 
ing, and wholesale facilities now 
owned and operated by Southern 


States’ farmer-members. It con- 
cludes with shots of a few of the 
739 farm supply and service out- 
lets maintained for the member- 
ship. 

A second slide series of 64 pic- 
tures (to be released in 40 dupli- 
cate sets) was started this month 
and two more slide scripts are in 
work. Future production plans 
include a sound motion picture, 
still under discussion, which will 
provide an expanded treatment 
of the history covered by the first 
set of slides, and which will also 
include sequences illustrating the 
aims and purposes of the SSC. 
A film library of basic agricultural 
subjects has been established to 
which additions will be made 
from U. S. Government and other 
production sources. 

Southern States’ new  photo- 
graphic laboratory, located in 
Richmond, is considered one of 
the most modern industrial labs in 
the area. It boasts air-conditioned 
film and printing rooms, Oscai 
Fisher temperature controls, stain- 
less steel sinks to insure correct 
processing temperatures for both 
black-and-white and. color films, 
and the very latest in new print- 
ing and duplicating equipment. 
The functional layouts for lab 
and camera rooms were designed 
by SSC’s director of visual educa- 
tion, James L. Bixby, and his staff. 

Full promotion and _ publicity 
for the new program is_ being 
handled through the many news- 
letters, ads and booklets published 
by the Co-op, as well as through 
regular commercial channels. The 
conducted 
throughout the entire territory 


campaign is being 
served by SSC—a six-state area 
Delaware, 
Maryland, West Virginia, Ken- 


including Virginia, 


tucky, and eastern Tennessee. 
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Whether soap’s your product—or ce- 
real or shoes—it needs a touch of the 
dramatic to become the people’s choice. 


To fill this need—and fill it well— 
you'll find the most effective means in 
films. They bring real “theater” to a 
sales presentation ... put any product in 
a bright dramatic light that can hardly 
fail to win favor. 


For films and films alone enable you 
to tell your sales story within an absorb- 





ing plot—with the impact of pictures... 
color ...action ... sound. A story that has 
showmanship—that sells. 


Real need for showmanship today. 
With more and more products compet- 
ing for attention, you need a selling 
medium with dramatic impact—films. 
And films are ready. Production, projec- 
tion, and distribution technics were never 
better...and a commercial film producer 
is ready to help. Call him in...soon. 


Eastman Kodak Company, Rochester 4, N. Y. 


Business 
Films 


... another important function 


of photography 
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Live Power 


Under skilled control, the powerful 


VISI 
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forces used by showmen can be 
applied to commercial purposes with 
economy and great effectiveness. 

The moving forces of motion pictures 
and other visual tools of showmanship 
can do a job for you 


but you need a good mahout. 
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